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MANUFACTURER SPOTLIGHT 
Island Lifestyle 

Delights its Customers 
Island Lifestyle Importers has grown 
from a vision of two cigar-loving 
friends into an innovative designer, 
manufacturer, and distributor of 


quality cigar accessories 
By E. Edward Hoyt 


MANUFACTURER PROFILE 
Sutliff Tobacco Company 
Back on Track 

A series of changes have restored 
strength and credibility to one of 


America’s pipe tobacco gems. 
By Frank Seltzer 


MANUFACTURER FOCUS 
Making History 

Topper Cigars and FX. Smith have 
joined forces to bring back the sto- 


ried Marsh Wheeling Stogies. 
By Frank Selzter 


REGULATION FOCUS 

FDA Prevails in Court in 
Round One Over Cigars 
A federal district court rejects most 
industry claims, but does direct 
FDA to reconsider the issue of 
retailers who blend pipe tobaccos 
By Bryan Haynes 


CAA INSIGHT 
Building a Coalition to 


Properly Regulate Cigars 
By bringing a range of stakehold- 
ers together to speak as a unified 
voice, the work of advancing 

the Cole-Bishop amendment in 
Congress benefits immeasureably. 


By Craig Williamson 


NATO NEWS 
FDA Seeks More Data 


on Pipe Tobacco, Cigars 
By Thomas Briant 
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Nicaragua’s Political Unrest Sends Unfamiliar 


Jitters throughout the Premium Cigar World 
T: growth of the premium cigar industry in Nicaragua over the past 20 
years has been nothing short of stunning, enabled in no small part by an 
industrious populace basking in peace and political stability, eager to put 
years of war and unrest behind them and happy to rebuild the communities, cities, 
industries, and infrastructure to ever higher standards, For rural cities and sur- 
rounding areas like Esteli, the changes have been perhaps the greatest. 

Only the most established of Nicaragua’s cigar manufacturers—Padrén 
Cigars and Joya de Nicaragua, or tobacco growers such as the Plasencias—can 
truly recall what it was like to experience disruptions to their businesses at 
the hand of political unrest and related violence must less all-out war, disrup- 
tions that spanned many years. For the legions of businesses that set down 
roots in the country's fertile soils in the years of peace and calm since then, 
must disruptions have come at the hand of struggling infrastructure or mother 
nature’s wrath, Only time will tell whether hope that recent protests opposing 
Nicaraguan president Daniel Ortego will run their course without escalate was 
spot-on or off base. 

The reality for the industry today is that Nicaragua is no longer a sleepy 
blip on the premium screen. With 45 of every 100 premium cigars imported 
into the U.S. coming from Nicaragua in 2017, eclipsing the Dominican Republic 
which supplied 36 of every 100 according to estimates calculated by the Cigar 
Association of American, the pipeline of premium cigars to U.S. consumers has 
never before in the history of the cigar industry been as connected to Nicaragua 
as itis today. Civil unrest that began to flare up back April was far removed 
geographically from Nicaragua's cigar regions and didn’t appear to have much 
discernible affect on their operations. That began to change as roadblocks 
disrupted transportation throughout the country, and unrest progressed north 
into Estelf, Calls for a national strike would impact all industries. 

‘The very first report that Smokeshop received was, not entirely surprisingly, 
from a cigar journalist-turned-coffee exporter, Colin Ganley, and his wife An- 
drea of Twin Engine Coffee, who summed up the early assessment succinctly: 





We are experiencing one of the risks of operating a business in Nicaragua right 
now. Due to some proposed changes to the Social Security taxes and benefits 
here in Nicaragua, thousands of people have taken to the streets to oppose the 
changes. Others have counter-protested and the National Police have been try- 
ing to maintain order. You may have seen photos or videos of the marches that 
have gone badly and I encourage you to keep watching reliable news sources for 
information, Last night there were fires in the center of Leon and several other 
cities. Teoin Engine’s staff and facilities are all okay. There is a relatively small 
number of people involved in these activities and events are only taking place at 
or near city hall and universities. We are not located in that arca. There may be 
disruptions to service in Nicaragua but our U.S. business is unaffected. 








No one likes to see businesses or livelihoods disrupted, but when it comes to 
longtime friends and colleagues in areas of unrest—whether ongoing or those 
suddenly facing an unusual turn of events—it’s ultimately the health and safety 
of everyone involved that preoccupies our thoughts the most. 


Ted Hoyt, Editor 
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YOUR CUSTOMIZED 
ROLLING PAPERS 
PRODUCER SINCE 1910 


mIRol4you 





Roll4You has been a rolling paper specialist since 1910, 
producing customized products in a full line of sizes. You can 
choose from over 30 different cigarette paper grades, which 
on request are available in various colours, as well. Like white 
paper, from nearly transparent to fully white, but also pink 
paper and natural unbleached paper from wood fibres as well 
as from textile fibres. Other colours are possible and will be 
developed together with you to your specification. 


Low basis weight cigarette papers are recommended to 
be embossed. Embossing enhances the transparency 

your smokers are looking for in low weight paper grades. 
Additionally, your brand is easily identifiable and recognisable 
thus protected against possible misuse. Your design on the 
paper can communicate your brand whilst giving the paper a 
seal of quality and authenticity. 


The embossing design is applied, after slightly moisturising 
the paper with steam, by an embossing cylinder under 

a pressure of up to 200 kPa at temperatures around 110°C. 
The finishing touch comes from adjusting the speed — with 
sensitivity and great care, we ensure your embossing design 
is optimally tailored to your specific design needs and the 
paper grade selected. 


Your brand's rolling papers can be further customized by, 

for example, a printed first leaf in the booklet, or an interleaved 
Tun-out-slip: a signal leaf, informing the smoker how 

many leaves are remaining in the booklet. Various other 
customisations are available. We would be more then happy 
to share our experience and expertise with you, to tailor 

your brand of booklets to your smokers’ specific preferences 
and needs. 


You can find more information at www.roll4you.com 
or contact directly roll4you@delfortgroup.com 


Retailingenews 


>>>TRENDS & TRENDSETTERS 
IN TOBACCO RETAILING 








> Burn by Rocky Patel Lounge Opens Pittsburgh Location 


PITTSBURGH, PENN—Rocky Patel Premium 
Cigars has opened its second Burn by 
Rocky Patel luxury cigar lounge, located in 
Pittsburgh, Pa.’s North Shore neighborhood. 
The first lounge opened in 2010 in Naples, 
Fla., and three more locations are scheduled 
to debut later this year: in Oklahoma City, 
Okla; Indianapolis, Ind.; and Atlanta, Ga. 

"We're changing how people are looking 
at cigar bars with live music, DJ sets, and a 
more lively atmosphere,” said Rocky Patel 
in a statement. “BURN will speak to a dif- 
ferent dynamic of people. We are bringing 
new types of people into the premium cigar 
category, including women, young men, and 
future business leaders.” 

Patel turned to Washington, D.C.-based 
design firm Swatchroom to create a design 
that pays homage to Pittsburgh's roots as a 
steel town, but also integrating exotic design 
themes in its decor. The 6,300 square foot 
lounge has a courtyard configuration with a 
300 square foot Spanish cedar-lined humidor 
located at its center, an 800 square foot out- 
door patio, a full bar and food service. 





The menu includes salads, soups, sour- 
dough toasts, a wide range of tapas-style 
small plates, pizza, and deserts 

Annual locker memberships are availal- 
able for both individuals ($1,500 annually) and 
corporations ($3,500) with a one-time $500 
join fee. Benefits include arly claim options 
for VIP events and for members lounge area 
reservations during members-only events 

The lounge held a VIP event grand open- 
ing on April 6, 2018, and opened to the pub- 
lic the following day 








>» New&Notable 

> Zodi’X Cigar Lounge on Austin Avenue 
for the new business. 

are open to the pub- Se 
leather seating, and a bar area among other 


in Georgetown, Texas, hosted a grand 

A retail store and spa- 

lic, while the upscale BYOB private lounge 
amenities, can be accessed either by yearly 


opening event in June “ 
cious walk-in humidor 

featuring TVs, card games and dart boards, 
memberships or day passes. 


> The Chattanooga Cigar Club opened in 
May on Market Street in Chattanooga, Tenn. 
The lounge serves craft cocktails, a menu of 
appetizers and entrees 
ranging from $8-$17, 
and a small selec- 

tion of hand-rolled 
cigars ranging from 


CHATTANOOG 





around $10 to $100 each that Curtis Greene, 
part-owner of the new lounge and bar, 

said would expand over time as the club 
learns what the neighborhood is interest- 
ed in smoking. A monthly membership for 
$100 includes a free cigar, access to private 
events, and a discount off all purchases. The 
1,300-square-foot store and lounge features 
large leather couches, exposed brick walls, 
and contemporary jazz music. 


> Cuban Crafters Cigar Lounge has 
opened on Toulouse Street in the French 
Quarter, New Orleans, La., at the former site 
of La Habana Hemingway. 

Owner Richard Herman 

stocks dozens of 

locally-crafted spirits 

and a wide selection of 

cigars, while the spacious, 

marble and column-appointed lounge fea- 
tures numerous game tables. 


Bits&Pieces 


> Scandinvian Tobacco 
Group subsidary Cigars 
International is slated to 
open an upscale cigar store 
later this year at the mas- 
sive Warren Buffett-backed, 
retail-anchored develop- 
ment Grandscape, currently 
under construction in The 
Colony, Texas. 


> Turning Point Brands, 
Inc., a leading provider 

of other tobacco prod- 
ucts, announced that 

it has acquired related 
assets of Vapor Supply, 
VaporSupply.com, and 
some of its affiliates. Vapor 
Supply is a leading B2B 
e-commerce marketing 
and distribution platform 
servicing vapor stores. 
Additionally, the company 
manufactures and mar- 
kets proprietary e-liquids 
under the DripCo brand 
and operates eight com- 
pany-owned stores in the 
Oklahoma market area. 
Included in the assets is the 
eCig.com domain, which 
will be used to educate 
consumers on the growing 
dynamics of the electronic 
cigarette space. 


> Abill raising the legal 
age to purchase and con- 
sume tobacco products 

in Illinois from to 21 was 
passed by the state's 
House of Representatives in 
May. If signed into law by 
Gov. Bruce Rauner, Illinois 
would become the sixth 
state in the country to raise 
the minimum age for pur- 
chasing tobacco products 
from 18 to 21 
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Industryews 


>>>PRODUCTION, DISTRIBUTION, 
REGULATION, TRADE 








TAMARAC, FLA—Gurkha Cigars announced it is 
partnering exclusively with Kretek Canada to 
have its top-selling premium cigars including 
Grand Reserve, Cellar Reserve, Seduction, 
Ghost, Master Select, throughout Canada. 
Gurkha will be working closely with Kretek’s 
sales force to increase the availability of 
Gurkha cigars throughout the country and 
increase brand awareness through special 
events and promotions. 

“Canadians represent the largest per- 
centage of non-U.S. citizens vacationing in 
the United States," said Kaizad Hansotia, 
CEO of Gurkha Cigars. “As a result of these 
travels, Canadians are asking their local 
retailers to carry more Gurkha cigars. We de- 
cided that we needed to have a larger sales 
effort in Canada.” 

Hansotia continued, “Gurkha only part- 
ners with the best and Kretek is both highly 


> Gurkha Cigars Announces Exclusive 
Distribution Partnership with Kretek Canada 


respected and highly 
efficient. They will be 
key to the expansion of 
Gurkha nation." GURKHA 

In years past Canadi- 
ans had a notable preference for Cuban cigars 
stocking their humidors. But the introduction of 
high quality Dominican and Nicaraguan cigars 
such as Gurkha has transformed the market. 
“Canadians have discovered that they prefer 
the quality and consistency of these cigars and 
retailers report sales have shifted with Do- 
minican and Nicaraguan tobacco dominating 
Canadian humidors,” says Hansotia. 

Kretek International Canada was founded 
in 2000 as a branch of Kretek Internation- 
al, Inc, which is the number one importer, 
marketer, and distributor of specialty tobacco 
products to convenience, mass, and national 
retailers in the U.S. 





MiAMI—MLB Cigar Ventures and Matilde 
Cigars have ended their distribution arrange- 
ment with SAG Imports—the distribution 
operations of Dominican Republic cigar 
maker Quesada Cigars—and the founders 

of both companies have jointly formed their 
own distribution company. 

Mike Bellody, founder and CEO of 
MLB Cigar Ventures, and Enrique Seijas, 
co-founder of Matilde 
Cigars, announced in April 
that effective immediately 
the partners had formed 
SeiBel Distribution to handle U.S.-based 
distribution for cigar brands sold by MLB 
Cigar Ventures and Matilde Cigars. 

SeiBel Distribution is utilizing the UPS 
Cigar Direct platform through SeiBel’s new 
warehouse in Santiago, Dominican Republic. 

“| will forever be grateful to Manolo and 
the entire Quesada family for all they have 
done for me and my cigar company,” said 
Bellody of MLB Cigar Ventures. “My company 
has experienced significant growth in sales 





P Matilde Cigars, MLB Cigar Ventures form Seibel 
Distribution to Jointly Distribute Cigars in the U.S. 


and brand awareness. That growth makes this 
the next logical step in the evolution of MLB 
Cigar Ventures. Enrique is not only my busi- 
ness partner in SeiBel, he has also become a 
very close friend.” 

Seijas added, “A key factor to Matilde’s 
success has been our close relationship 
with our retail partners and brokers. SeiBel 
Distribution will allow us to have more direct 

control over our warehous- 


SE | BE L ing, shipping, and customer 


DISTRIBUTION 


service, enhancing our current 
relationship with our retail 
partners. Partnering with Mike was an easy 
decision because we share similar business 
philosophies when it comes to brand growth 
and distribution.” 

Production of Matilde and MLB Cigars 
will remain unchanged. All Matilde Cigars are 
produced at Tabacalera Palma in Santiago, 
Dominican Republic. MLB's Imperia cigars 
are produced at Quesada Cigars in Santiago, 
while David P. Ehrlich cigars are produced at 
Tabacalera La Alianza, also in Santiago. 


Bits&Pieces 


> D.C. district court 
judge Amit P. Mehta reject- 
ed in May a tobacco indus- 
try First Amendment chal- 
lenge to health warnings 
‘on print and broadcast/ 
digital ads for cigars; the 
decision could open the 
door for health warnings on 
other products, like sodas 
or fast food, according to 
broadcastingcable.com. 


> Canada's liberal gov- 
ernment in May passed a 
sweeping overhaul of the 
country's tobacco laws that 
will formally legalize and 
heavily regulate vaping 
and give Health Canada 
the powers it needs to 
mandate plain packaging 
for cigarettes, The mea- 
sures don't dictate exactly 
how plain packaging will 
be imposed, but accord- 
ing to Health Canada, 

the Tobacco and Vaping 
Products Act will provide 
a range of options such as 
standardized color, font, 
and finish, and prohibitions 
‘on promotional informa- 
tion and brand elements, 
such as logos. No effective 
date has been announced 
yet for implementing new 
packaging standards. 


> Tobacco group Swedish 
Match reported in its Q1 
earnings report in May that. 
profitability of its cigars 
shrank in the U.S. due to 
costs of FDA-mandated 
changes to packaging and 
by changes to the product 
mix, although volumes 
increased despite tough 
competition. 
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“We don’t make 
boutique cigars, 
we make the 
best cigars!” 
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603.935.9814 
603-792.9524F 
www.dunbartoncigars.com 





MISSOURI MEERSCHAUM 
CORN COB PIPES 


* Wide selection of popular styles 
* Quality old world craftsmanship 
* Sweet smoking and long lasting 
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A ecOuRI VEERSCHAUN 
Ges ‘Corn Cob Pipe 
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400 W. Front Street + PO Box 226 
Washington, MO 63090 + 800-888-2109 
pipes@corncobpipe.com 
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Industryns 





> Management Changes at Quesada Cigars 


Dominican Republic cigar producer Quesada Ciga announced it 
has undergone an “administrative make-over in order to become 
more agile and efficient in making the highest quality cigars, fol- 
low market trends, and bring customer service to a new level.” 

Manuel Quesada, president of Quesada cigars, will act as 
the brand ambassador and be involved in blending and product 
development. Fruela Roces will act as general manager and 
director of Quesada Cigars. 

In the statement announcing the staff changes, the compa- 
ny also said that “new young blood has joined the company.” 
Carlos Martinez has joined the company as vice president of 
operations. Martinez previously served in a similar capacity for a 
world-wide company engaged in international shipping. 

Enrique Tavarez has been name vice president of sales, 
coming from a consortium of companies engaged in manufac- 
turing and selling diverse products in Dominican Republic, as 
well as markets abroad. 

“Both Martinez and Tavarez are cigar smokers and have 
trained in our factory under quidance of Manual Quesada and 
the tobacco and cigar making staff at our Licey factory,” the 
statement said. 

In addition, Patricia Quesada is now global sales director and 
Raquel Quesada is now senior brand director. Both are daugh- 
ters of company founder Manuel Quesada, while Quesada’s neice 
Esther Quesada is vice president of the board of directors. 


PIPCPR Hires Scott Pearce as Executive 
Director; Promotes Dawn Conger 


The International Premium Cigar & Pipe Retailers (IPCPR) an- 
nounced the promotion of Dawn Conger to vice president of op- 
erations, effective April 19, 2018, and the hiring of Scott C. Pearce 
as executive director, effective May 7, 2018. 

Since 2012, Conger has served as the director and main point 
of contact for the IPCPR Annual Convention & International Trade 
Show. She is responsible for spearheading all aspects of the annu- 
al trade show planning and management—including marketing, 
budgeting, logistics, staff and vendor management. Dawn brings 
17 years of association experience to her new role, assuming 
additional responsibilities including operations, human resources, 
and contract management. 

Pearce comes to the IPCPR with over 18 years of association 
and non-profit experience. He brings extensive knowledge as 
a marketing leader in the trade association industry. His most 
recent role was the Director of Marketing with the American 
College of Radiology where he oversaw marketing strategies 
that increased membership and engagement, generated over 
$30 million in non-dues revenue, and helped advocacy and social 
campaigns gain national exposure. 

Pearce earned his MBA from Temple University, where he 
developed a passion for applying smart marketing and business 
theories to drive innovation in associations. Pearce has also been 
an avid cigar smoker for over a decade and is looking forward to 
leveraging the his experiences to support the industry. 








 — 
f Se Os cVAND 
ap BAAN . 


—— 





NEWS 


Industr 





> Personnel Moves 


> General Cigar Company announced it has restructured its 
field sales organization and appointed Chris Tarr, a tenured 
sales leader who previously served as General Cigars west 
region manager, as the companys vice =~ 
president of marketing. Tarr brings a 
strong background in consumer and 
trade marketing, having worked for seven 
years at Coors Brewing Company before 
joining General Cigar in 2008, combined 
with his expertise in sales management 
and his firsthand knowledge of cigar 
retailer and consumer preferences. 

Mike Radecki has been promoted 
from his previous role as General Cigar's central region man- 
ager to the newly-created position of director of field sales 
to oversea the company’s field sales organization, which has 
been expanded from three regions previously to four. Radecki 
recently celebrated his 30-year anniversary with the company, 
during which he has held a number of sales leadership roles. 
He will report directly to Gene Richter, General Cigar’s vice 
president of sales 

The company has promoted two of its field sales repre- 
sentatives to sales leadership positions. Sean Hardiman has 
been named to the newly-created southeast region manager 


Tarr 
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role and John Ferrigan has been promoted to central region 
manager. Both Hardiman and Ferrigan have more than seven 
years of premium cigar industry experience, each having 
worked for well-known manufacturers in addition to top brick 
and mortar retailers. 

Kevin Spann, a former STG Lane sales leader with over 
three decades of cigar and pipe tobacco industry experience, 
has been named to oversee General Cigar’s west region. 
Cameron Shaw will continue to oversee the company’s east 
region and duty free business. All four region managers will 
report to Radecki 


> Ventura Cigar Company announced that Michael 
Giannini, who joined the company in January 2018 as cre- 
ative director, has been promoted and has taken on the 
additional responsibilities of general manager. In his new 
role, Giannini will draw upon his extensive background in 
the premium cigar industry to establish and pursue business 
strategies and goals for the company, determining objec- 
tives, visions, and product development while maintaining 
operational missions and overall growth. All sales, marketing, 
and operations staff at the company now report to Giannini. 

In addition, Brian Massey, who joined the company in 
2017 as a global sourcing manager, has been tapped by 
Giannini to join the company's marketing team. Prior to join- 
ing Ventura Cigar Co., Massey served as product merchant 
and content creator for JR Cigar, having first joined the firm 
in 2011 as a graphic designer and email marketing strategist. 
“Massey caught my eye when | first joined VCC,” says 
Giannini. “The depth of his industry knowledge is remark- 
able, and his penchant for out-of-the-box thinking is perva- 
sive. Massey will be working with the company's top-perform- 
ing premium cigar brands including Archetype, PSyKo Seven, 
and Case Study to help drive sales and marketing efforts. A 
New Jersey native, Massey took a “career detour” as a pro- 
fessional New York City DJ for many years. 


> Royal Agio Cigars USA announced that Zev Kaminetsky 
has joined the company as national sales director. Kaminetsky 
brings over a decade of cigar sales management experience, 
having represented leading premium cigar brands such as 
Davidoff of Geneva’s Camacho and most 
recently the portfolio of Drew Estate 
brands where he previously served as 
director of specialty retail. Kaminetsky 
represented the Royal Agio portfolio 

of brands at both Davidoff of Geneva 
and Drew Estate during the time-frames 
that each company served as the U.S. 
distributors of record for Royal Agio. In 
his new role, Kaminetsky will primarily 

be accountable for expanding distribution, in-store presence 
and sales for premium brands like Balmoral Anejo XO within 
the premium cigar brick & mortar channel. 





Kaminestsky 
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SURGEON GENERAL'S WARNING: 

Smoking Causes Lung Cancer, 
Heart Disease, Emphysema, And | 
May Complicate Pregnancy. 
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> Calendar 


JULY 13-17, 2018 


Las Vegas Convention Center, Las Vegas, Nev. Contact: 
International Premium Cigar & Pipe Retailers Association, 
Washington, D.C., Tel: (202) 621-8064 Email: info@ipcpr.org, 
Web: ipepr.org, 


AUGUST 17-18, 2018 

North American Society of Pipe Collectors 
(NASPC) 2018 Swap/Sell Pipe Show 

Crowne Plaza Hotel, Dublin, Ohio. Dealer Tables, $120. 
Attendance free to the public. Information and table res- 
ervations: Jeff Knoll, (614) 306-6239, email: naspc@graphic- 
touch.biz, Web: naspc.org 


AUGUST 23-24, 2018 

22nd Annual Smoker Friendly 

Conference & Tobacco Festival 

Omni Interlocken Resort, Broomfield, Colo. Contact: 

Mary Szarmach, Toll-free: (888) 751-2785 ext. 217, 

Email: info@smokerfriendly.com, Web: smokerfriendly.com. 





IPCPR Annual Convention & International Trade Show 





Regular Price $2,495 


$1,695 


Promotional 
Pricing " 


Complete Tobacco POS System 
Includes Touch Screen 
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SEPTEMBER 21-23, 2018 

InterTabac/InterSupply Dortmund 

Westfalenhallen Dortmund, Germany. 34th International Trade 
Fair Contact: Nina Kapitan, Tel: +(49)(231) 1204-586, Fax: +(49) 
(231) 1204-678, Email: mina.kapitan@westfalenhallen.de, 

Web: www.inter-tabac.de. 


SEPTEMBER 21-23, 2018 

19th Greater Kansas City Pipe & Tobacco Show 
Argosy Casino Hotel Spa & Casino, Riverside, Mo. Exhibit 
hall, smoking tent, CIPC pipe smoking contest, pipe care 
and refurbishing clinic, silent auction, 9th annual carving 
contest. Contact: Greater Kansas City Pipe Club, Email 
admin@gkcpipeclub.com, Web: gkcpipeclub.com. 


OCTOBER 7-10, 2018 

NACS Show 2018 

Las Vegas Convention Center, Las Vegas, Nev. 
Convenience and fuel retailing’s premier industry event, 
attended by more than 23,500 industry stakeholders from 
around the world. Contact: NACS, Alexandria, Va., Web: 
nacsonline.com. 


NOVEMBER 10-11, 2018 

10th Annual West Coast Pipe Show 

Palace Station Hotel & Casino, Las Vegas, Nev. Hosted by 
Steve O'Neill and Marty Pulvers. Smoking friendly exhibit 
hall with adjacent lounge with full bar. For table reserva- 
tions and information, contact: Steve O'Neill, Email: steve@ 
westcoastpipeshow.com, Web: westcoastpipeshow.com 


FEBRUARY 11-13, 2019 

TPE 2019 (Tobacco Plus Expo International) 

Las Vegas Convention Center, Las Vegas, Nev. Tobacco, 
vape, alternative, and general merchandise show; industry 
tracks including conferences and round tables, Contact: 
Trade Show Logic, (attendees) Caroline O'Carroll, Tel: (617) 
680-2554, Email: cocarroll@tradeshowlogic.com, (exhibitors) 
Hilary Manning, (805) 744-4216, Email: hilarymanning@ 
tobaccoplusexpo.com, Web: tobaccoplusexpo.com. 


FEBRUARY 11-13, 2019 

Convenience Distribution Marketplace 2019 

Hyatt Regency Hill Country Resort & Spa, San Antonio, 
Texas. Presented by Convenience Distribution Association 
(CDA). Convenience products wholesale distribution con- 
ference featuring distributor-focused education sessions, 
annual awards luncheon, networking events, and highly-tar- 
geted one-day marketplace show floor. Contact: CDA, 
Reston, Va., Tel: (703) 208-3358, Web: cdaweb.net. 


FEBRUARY 17-22, 2019 

12th Annual ProCigar Festival 

La Romana and Santiago de los Caballeros, Dominican 
Republic. Premium cigar festival featuring cigar factory and 
tobacco farm tours, seminars and tastings, excursions, din- 
ner parties, golf tournament, poker tournament, and charity 
auction. Contact: ProCigar, Web: procigar.org. 
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The best in cigar humidification just got even better. 








MANUFACTURER SPOTLIGHT 


Island Lifestyle 


Delights its 


Customers 


In only eight years, Island Lifestyle Importers has grown from a vision 
of two cigar-loving friends into an innovative designer, manufacturer, 
and distributor of quality cigar accessories. >BY E. EDWARD HOYT 


t's not often that two friends are each 
[= to fuse their personal interests 
and talents together to pursue an 
improbable dream in a highly competi- 
tive merchandise category. It’s even less 
common that the pieces fall readily into 
place as the basis of a successful start- 
up business that’s grown continuously. 
When Rick Louis and Ryan Frailing 





first became buddies at a Sarasota cigar 
bar years ago, the thought of developing 
their own cigars and accessories—much 
less running an entire business around it 
supplying a well-known national retail- 
er—would have seemed a crazy propo- 
sition. And yet, as their individual pas- 
sions for cigars evolved into a common 
one, punctuated by lively discussions 








of what's good, bad, and missing from 
cigar culture, the conversation often 
turned to brainstorming about opportu- 
nities in the industry that weren’t cur- 
rently being met. 

Since 2010, Island Lifestyle Importers 
LLC—the company that the friends ulti- 
mately created—has been producing a 
unique array of custom-designed luxury 
cigar accessories, serving as the exclu- 
sive category vendor to Tommy Bahama, 
the tropical-themed purveyor of casual 
sportswear and home goods. For most 
of that time, Island Lifestyle’s accessories 
were exclusive to Tommy Bahama’s own 
retail channels. But in 2016, that relation- 
ship expanded when the firm’s founding 
partners and creative team licensed the 
Tommy Bahama brand to expand dis- 





> Ryan Frailing and Rick Louis, founders of 
Island Lifestyle Importers in Sarasota, Fla. 
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tribution, developing a parallel range of 
price-protected cigar accessories exclu- 
sive to tobacconists and cigar shops. 

For Ryan, whose background was 
in law enforcement and serves as com- 
pany vice president, and Rick, who spe- 
cialized in small business and finance 





financial advisory services and serves 





as ce. entering the cigar and accessory 
business wasn’t about crafting a formal 
business plan or trying to upend a tradi- 
tion-steeped industry so much as it was 
merely following the natural path of a 
subject they both loved. 

“We smoked a lot of bad cigars to- 


gether,” recalls Rick, “but along the way 





kind of discovered there wasn’t a whole 





lot that was fresh and new or exciting or 
unique within the accessory world.” The 
pair repeatedly asked themselves, “Why 
hasn’t somebody done this? Why hasn’t 
somebody done that?” 

Rick describes the partner’s earli- 
est efforts as “noodling around” with 
concepts and making inquiries with the 
many acquaintances each had made in 
the industry over the years (as highly en- 
gaged consumers), exploring the possibil- 
ity of blending some cigars. 

In an industry that’s always in search 
of the perfect cigar and thrives on in- 
novation, the thought of creating their 
At the 
same time, the partners readily acknowl- 


own seemed perfectly plausible. 





edged that this isn’t the easiest industry 
to break into, even with a fantastic cigar. 
Despite an increase in small guys enter- 
ing the boutique world of cigars, overall 
the industry tends to move quite slowly, 
steeped in tradition, they felt. 

“We ai 
marketing is about getting someone to 
pick up your product and try it oni 
says Ryan. “Itis about getting the consum- 


always under the belief that 








er to try your cigar the first time, while the 
quality of the cigar will bring them back.” 
The challenge, they felt, was figuring out 
how to get people to try their cigars in a 
meaningful way in the first place. 

“We knew that no one would prob- 
ably be interested in buying ‘Rick and 
Ryan’s Cigars’ if that was the branding,” 
Ryan offers bluntly. The answer was right 
in front of them then entire time, but the 
vision only came into focus one evening 








while smoking and pondering the chal- 
lenge at hand. 

In addition to cigars, the friends each 
had an equally fanatic and amusing inter- 
est in the island-inspired lifestyle brand 
Tommy Bahama. “We just happened to 
live in Sarasota,” which was home to the 
second Tommy Bahama retail store and 
restaurant in the chain, explains Rick, so 








the pair knew the retailer’s culture and 


brand very well. 

“So we are looking at each other,” 
recalls Ryan, “and we are both wearing 
Tommy Bahama clothes and shirts and 
Rick is wearing Tommy Bahama shoes 
and Tommy Bahama watch and the light 
bulb went off and he asked me, ‘hey has 


Tommy Bahama ever made any kind of 








For Ryan and Rick, entering the cigar business 
wasn’t about crafting a formal busine 
trying to upend a tradition-steeped industry, so 
much as merely following a natural path 








s plan of 
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The Tommy Bahama Dome Top 100-Cigar Humidor is crafted from mahogany with a 
high-gloss black lacquer finish. In addition to a removable upper tray, humidification unit 
with an adjustable mahogany holder, built-in hygrometer, and lock, the interior features 
innovative LED lights that operate on three AA batteries. 
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cigars?’ And I said, ‘no they had not, and 
I did a little research to confirm that. We 
knew that they had done some cigar ac- 
cessories in the past and they had they 
really tapped into the cigar-lovers cul- 
ture with their clothing and their lifestyle 
brand. They are fantastic advocates for 
the cigar lifestyle.” 

They both thought the prospect of 
Tommy-branded cigars and accessories 
was a great idea, and the whole busi- 
ness pretty much started with a cold call 
to Tommy Bahama’s corporate office in 
Seattle, which led to an invitation by 
the head of the lifestyle brand’s home 
department for a meeting in New York, 
where Rick and Ryan pitched their ideas 
After some negotiations, the powerhouse 
lifestyle brand suggested the partners 
focus on creating some Tommy Bahama 





cigar accessories. 

It was a challenge that Rick and Ryan 
genuinely believed could help Tommy 
Bahama succeed at a whole different level 
in the category, bringing a “cigar insider’s 
perspective” that was lacking there at that 
time and generating some true consumer 
excitement. 

“They were making a real effort in a 
market place that really wasn’t the tradi- 
tional place to find cigar accessories,” ex- 
plains Ryan, noting the corporation had a 
clear understanding of their consumer's 
lifestyle and interests. However, the cigar 
ries they had at the time weren't 
sarily unique to Tommy Bahama 
Ryan recalls his excitement in sharing 
some of their concepts and thinking, 












ne 





“we could really help them and change 
this and make this into something really 
great and fun.” To their delight, Tomm 
Bahama said, “make us some samples 








Turning to their extensive network of in- 
dustry contacts throughout Florida, the 
systematically worked through sketches, 
prototypes, and into production in rela- 
tively short order. During the first 
two of busine 








, the focus was exclusive- 
ly on commercializing accessories rather 
than cigars 


WHAT'S MISSING? COOL PRODUCTS 
One of the first items the partners creat- 
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The Overnight Cigar Case was one of the company's first products, and remains a 
top seller, filling a logical void for typical cigar smokers. 
Tube Flask comes with a German double-blade cutter in its own secured compartment. 


The Leather 3 Cigar Case with 





ed went on to become one the company’s 
most reliable, long-term successes, the 
Overnighter Leather Travel Case. 

“When we are developing accesso- 





ries, we always try to create something 
that doesn’t necessarily exist, or is a 
better version of what's in the market- 
place,” explains Ryan. Retailing for 
$128, the Overnighter accommodates 
four cigars—or more if the tray is 
moved—and comes with a single jet 
flame lighter with a builtin punch and 
a stainless-steel cutter, all secured by a 
zipper closure. “It’s just a fantastic piece 
that that sells year, after year, after year, 











and people love it,” Ryan says. 

The concept was a natural extension of 
addressing the authentic, practical needs 
of cigar smokers, precisely the insight 
Rick and Ryan brought to the table. “If 
you're going somewhere overnight and 
you want to bring some cigars, but you're 
looking for your lighter here, you're look- 
ing for your cutter there, you're looking 
for something bigger than a three-fin- 
ger..how do I put it all together so that 
you have the ability of just grab and go 
and everything’s in there, ready for you?” 
says Rick of the thought process behind 
the product. 

In another example, rather than offer- 
ing just another typical three-finger cigar 
case, Ryan recalls brainstorming on how 
they could make the concept even better. 
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“I mean, that’s one of the oldest acces- 
sories in cigar business,” he notes of the 
format. The partner’s solution was to 
include a cutter on the back, as well as a 
three-ounce flask tube inside the case, all 
retailing for $92. 

“Make it fun, make it something us- 
able and just very appealing,” explains 
Ryan. “That is the recipe. Consumers are 
smart; they don’t want to be overpaying 
for an underwhelming product. So we al- 
ways try to exceed expectations and make 
things that are both very functional and 
fun.” In fact, Rick calls it their “Three F 
Rule” that every product must adhere to 
and serves as the company’s unofficial 
motto: “Form, Function, and Fun.” 

The partners do all of their own de- 
sign and engineering work, and “form” 
dictates that every product must readily 
convey that it’s a Tommy Bahama item. 
“It can’t just be a label slap,” says Ryan. 
“It has to look the form of Tommy Ba- 
hama, The great thing about Tommy is 
that there is wonderful artwork, there are 
ever-evolving themes that we can work 
with that create that opportunity to brand 
identify, right on the product itself.” 

Given that Tommy Bahama is a high- 
end brand, consumers expect top quality, 
so each piece has to function to that ex- 
pectation of Tommy Bahama. And finally, 
the partners want to bring some fun to 
each piece. “You might not ever use the 
flask,” says Rick, “but you could if you 
wanted to.” 

While the learning curve was big in 
the beginning, the partners admit that 
the “stars aligned” in being able to turn 
to their numerous friends and contacts 
in the industry to get their foothold 
and move so quickly from pencil draw- 
ings to real samples to producing lines 
for Tommy Bahama. “We were bless- 
ed where we kind of got off on a good 
start,” says Ryan. 

Earning a spot as a category supplier 
to Tommy Bahama right out of the start- 
ing gate, Island Lifestyle was presented 
with a dizzying pace of new product 
development and relatively short shelf 
lives for the products it created, and for 
the first several years, growth for the firm 
was focused accommodating 

“They're truly rags merchants,” ex- 
plains Rick. “You don’t sell in the fall 
what you sold in the spring, you don’t 


wear in the spring what you bought in 
the fall, so for about the first six or seven 
years there was a mad dash of constantly 
developing new products at least twice 
a year, spring and fall. So while we were 
advocating that they should hang on to 
certain core items and let them mature, 
we always needed something fresh, we 
needed to align certain ashtrays or cas- 
es or whatever it may be with certain 
themes that we were going to have for 
the fall or for the spring.” 

It’s a far cry from how many indus- 
tries work, including cigar accessories. 

“We were generally bringing about 20 
to 24 products a season, twice a year, to 
market,” says Rick, and all were exclusive 





to Tommy Bahama. “Our first year with 
them, we became one of their top selling 
categories overall in the stores. That is 
what really got their attention—who are 
these guys that took a kind of a non ex- 
istent category and brought it to the fore 
front of our business?” After five years, 
Island Lifestyle had amassed a huge 
portfolio of work, and the partners were 
urging Tommy Bahama to let them bring 
many of the items back. 


BEYOND TOMMY BAHAMA STORES 
AND INTO TOBACCO SPECIALISTS 

In fact, Tommy Bahama was so impressed 
with the growth and volume that Rick 
and Ryan brought to the category, it won- 
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dered if there might be an opportunity to 
expand the channels of distribution. 

“If we could get clerks behind the 
counter at Tommy Bahama stores to sell 
lighters, where for the most part they 
didn’t even have gas in them and they 
couldn’t demonstrate them, what do you 
suppose we could do if we put it in the 
hands of the professionals?” recalls Rick, 
adding that it was basically a rhetorical 
question. The partners already knew the 
answer; the opportunity was precisely 
the opening that Island Lifestyles was 
hoping for, and the partners signed a 
licensing deal with Tommy Bahama in 
2015, allowing the company to distribute 
Tommy-branded merchandise to tobac- 
conists and cigar shops. Island Lifestyle 
Importers debuted at the 2016 IPCPR 
Trade Show as a first-time exhibitor, and 
earned the Best in Show New Exhibitor 
Award from the trade association. 

A primary goal has been to ear the 
trust of specialty tobacco retailers, 

“We make a lot of effort in protecting 
the branding we have,” says Ryan. “We 
put restrictions on the way that our prod- 
ucts are sold, so you won't find them as an 
internet blow out. There is a lot of value in 
the name of Tommy Bahama as a brand, 
so we go through great efforts to protect 


ve'/ 











our retail partners so they don’t find our 
products undercutting their retail ability. 
Our growth plans intentionally a little bit 
slower, smaller than some companies, be- 
cause it’s not just about getting the prod- 
ucts out there, but out there in the right 
way so we protect the investment that our 
retail partners make with us.” 

Island Lifestyle’s product develop- 
ment and rollout pace for the cigar store 
channel is inherently slower than that of 
the breakneck speed of Tommy Bahama 
stores, and the partners have gone to 
great lengths to separate the merchandise 
lines to avoid impressions of direct com- 
petition between the differing channels, 
although truth be told the concepts are 
already “tried and true.” 

“If you took all the body of work that 
we had an opportunity to produce over 
the years when we launched into the to- 
bacconist channels, we kind of went with 
a ‘best of’ approach,” explains Ryan. 
“We actually had empirical data that 
we could work from,” pointing the way 
to products that were already shown to 
be great ideas and proven hits. “Some 
things are received better than others, 
but we had the opportunity to bring the 
“best of’ to the dealership community, 
which then made it a lot easier for them 





The Regatta Collection of accessories debuted at the 2017 IPCPR trade show in blue, red, 
orange, and yellow, drawing inspiration from the classic nautical colors of the sailing world. 





to buy in and they saw the success right 
up front. They didn’t have to be guinea 
pigs, so to speak.” 

Rick adds that when Island Lifestyle 
first launched to the industry at the IPCPR 
trade, he wasn’t sure if retailers believed 
what they were telling them about their 
commitment to building a long-term pres- 
ence and protecting their merchandise 
from discounting. “We had guys come 
back last year said, ‘hey, I really appre- 
ciate it, You guys lived up to your word, 
You aren't just shot-gunning products 
out there to make your money and then 
abandoning us. You're really putting your 
products out there and protecting us as re- 
tailers. And at the end, | think it translates 
to a better consumer experience because 
they're getting value for their dollar and 
what they are buying is worth it.” 

The partners have taken quite seri- 
ously their commitment in ensuring that 
retailers don’t return home from the trade 
show only to find the same merchandise 
they purchased being discounted online. 
“We have a lot of responsibilities and jobs 
to do in our company,” says Ryan of their 
ongoing commitment to their retail part- 
ners and protecting their merchandise in- 
vestments. “We wear a lot of hats.” 

Price points are very carefully estab- 
lished for Island Lifestyle’s Tommy Baha- 
ma merchandise. The goal, the partners 
explain, is to provide a very high quality 
product at a very fair price, and for the 
buying decision to be up to the consumer 
based on product design, not labels. “We 
really wanted the consumer's decision to 
be about what appeals to their lifestyle, 
to their taste,” says Ryan, explaining the 
company doesn’t want the consumer to 
have to debate spending extra money to 
buy a Tommy Bahama product, but rath- 
er to let the appeal of competing products 
speak directly to them. “We are not up- 
selling the name, we just want to bring a 
great product at the right price.” 

Ryan notes that the company’s Tom- 
my Bahama quad torch table lighters are 
priced at $99.95, which is actually less 
than some of its competitors in the ac- 
cessory field for their table lighters. “We 
want the decision to be consumer's,” says 
Ryan. Ifa consumer is going to go out and 
buy a table lighter, the decision shouldn't 
be whether to spend extra money for a 
Tommy Bahama model, but rather to 
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find the prices are all comparable, and to 
choose which one is more appealing to 
them personally. 

When Island Lifestyle Importers first 
started out in 2010, it originally partnered 
with several established accessory makers 
to produce customized cutters and light- 
ers, but as their product development 
ideas evolved, the partners sought ways 
to create greater differentiation in their 
merchandise. So, they set out to develop 
a way to print “three dimensionally” on 
metal in full color, creating a highly en- 
gaging embossed or etched effect that 
would allow them to take full advantage 
of the wealth of Tommy Bahama graphics. 

“It is very unique, and actually that 
was probably our biggest pipe dream, 
wondering if we could ever pull this 
off,” explains Ryan. “We spent a lot of 
time in development with the factories, 
and we were able to do it right out of the 
gate when we launched our own line of 
lighters and cutters, and it was just awe- 
some. It exceeded our expectations. That 
is one thing we constantly hear from our 
consumers and now our retail partners. If 
they have not seen our products in per- 
son, they say they look nice, but when 
they receive their orders, we get constant 
phone calls and emails saying, ‘Wow! 
This stuff exceeded our expectations of 
what we thought it would be!” 

Island Lifestyle Importers calls the 
patent-pending technology Accu-Body- 
Cast (ABC) design, which actually en- 
tailed putting together a number of 
different processes in way that hadn‘t 
been done before. “No one else had ever 
thought to put these abilities or technol- 
ogies together to achieve this effect,” ex- 
plains Ryan. 

In addition to the Tommy Baha- 
ma Signature & Marlin Series that the 
company debuted to tobacco dealers in 
2016—consisting of a quad torch table 
lighter ($99.95), pocket lighter ($85), dou- 
ble blade cigar cutter ($75), and a crush- 
proof travel case ($45)—the portfolio has 
expanded with several additional lines. 
The Tommy Bahama Cigar Band Series 
features its own versions of those same 
four core products, but adds a 100-count 
black lacquer mahogany humidor with 
internal LED lighting ($295), a polymer 
ashtray ($36), and collectable full color 
decorative display tins for the lighters 








The Table Top quad torch lighter from the 
Signature & Marlin Collection. 


and cutters, The Tommy Bahama Cigar 
Club Series adds a 50-count mahogany 
humidor ($140 retail), a Table Top Plunge 
Cutter ($98), a Folding Ashtray with re- 
movable stainless steel tray and single 
blade and punch cutters ($78), and a 
Crystal Ashtray ($78). Both the Tommy 
Bahama Back Nine Golf Series and Tom- 
my Bahama Regatta Collection include a 
table lighter, pocket lighter, double blade 
cutter, and carry case. 

New for 2018is the Vintage Aviator Se- 
ries, a line of merchandise entirely outside 





geographies, it’s not always a match for 
every demographic or retailers. “There 
are just some stores that we are just not 
geared for, and they're not geared for 
us and that’s fine,” says Ryan. “Vintage 
Aviator may give them an option to 
bring in some fun accessories that are 
more geared towards their store.” Rick 
adds that the line offers smaller tobacco- 
nists an opportunity to have something 
new and unique and fun. 


ISLAND LIFESTYLE CIGARS 
Rick and Ryan’s dream of developing 
their own cigar blends continued to 
percolate as a separate pursuit over the 
years, though, with no particular plans 
to launch anything as a branded product. 
“Everybody has dreams,” says Ryan, “but 
not everybody sees them through.” With 
many friends on the cigar manufacturing 
side, the partners began to explore tobac- 
co sources and manufacturing facilities in 
the Dominican Republic and Nicaragua, 
“Much in the way we design an accesso- 
ry, we sat down and said, ‘If we're going 
to have a cigar, what would we want it 
to taste like and how should it perform?” 
In brainstorming an ideal Connecti- 
cut cigar, for example, the partners laid 
out their requirements: no bland flavor 
to start off, like a lot of Connecticuts, 
but rather it should have a blast of spice. 
And absolutely no grassy flavors at all. 
It should have a lot of depth and flavor, 





of the Tommy Bahama brand that adds a 
new theme for retailers and also offers an 
alternative for those that don’t meet the 
minimum requirements of becoming an 
authorized Tommy Bahama luxury cigar 
accessories dealer. The partners are build- 
ing suites of products around a “pretty 
cool looking” retro-themed Vintage Avia- 
tor logo, tapping their creative talents in 
a new direction, including leather cases 
resembling old bomber jackets and such. 

Ryan notes that while Tommy Baha- 
ma sells well across many climates and 








> New for 2018 is the retro-themed Vintage 
Aviator Series, a line of merchandise entirely 
outside of the Tommy Bahama brand that adds 
a new theme for retailers. 





and it should transform from spicy fla- 
vors that keep your attention up front, to 
flavors of heavily creamed coffee as the 
cigar progresses. 

“We took these notes and we met with 
our factory partner and we sat there and 
they looked at it and said, ‘you're crazy.” 
I said, ‘No, I think we could achieve this,” 
and we pretty quickly had access to old 
stores of really great aged tobacco to work 
from. It was pretty much being invited 
into the kitchen and told, ‘bake whatever 
you like and we'll worry about the details 
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nd Lifestyle Aged Reserve cigars in thi 


later.’ Through the blending process, we 
were able to create a Connecticut that we 
felt was outstanding.” It was, literally, 
Rick and Ryan’s cigar, tailored precisely 
to their tastes and wishes. 

“That kind of transformed into a maduro 
cigar and then into a sun grown cigar,” 
adds Ryan. “It was a long time in devel 
opment, and we weren’t under the gun 





to produce it. So we took all the time we 
needed to come out with the blends and 
make it something special.” 

Production was very small, perhaps 
10,000 a year, intended just for Rick and 
Ryan and their business associates and 
friends. The un-banded cigars were also 
handed out to attendees at an annual 
charity dinner the partners host every 
year, in the spirit of “give this a try.” Ac- 
cording to Ryan, the reaction was quite 
positive, with guests asking, “Where can 
we get these cigars? These are fantastic. 
It’s kind of a running joke that they were 
some of our favorite cigars that were nev- 
er available for sale.” 

Friends and associates kept prod- 
ding the partners to release the cigars 
commercially, which they eventually de- 
cided to do after their accessory business 
had evolved into not just a vendor, but 
a licensee partner with Tommy Bahama. 
Launched as Island Lifestyle Aged Re- 
serve cigars in Connecticut, Sun Grown, 
and Maduro blends, they were seen 











¢ wrappers moved to national distribution in 2016; spé 


as the perfect complement to the com- 
pany’s own accessory line. While the 
blends are partially disclosed, the factory 
is not, and that is by design. 

“It is conspicuously absent,” says 
Ryan, “because we knew that we had 
developed something special in our ci- 
gars. We didn’t want to do resume selling 
from the standpoint of, ‘hey Company 
X makes this cigar so it has to be great.” 
They also didn’t want to get lumped into 
other small boutique brands that people 
presume had little or nothing to do with 








developing the product and the blend. “It 
was important to us that we wanted the 
cigars to be able to stand on their own two 
feet, so to speak,” says Ryan. 

By removing the factory from the 
equation, the focus remains on the cigar 
itself, and whether the consumer likes it 
ornot, adds Rick. “We are trying to avoid 





built-in bias,” he explains, “because | 
be honest, there are a lot of folks in this 
industry that are either loved or hated, 
for whatever reason. I know it drives 
some people nuts, and then there are 
other people who say, ‘what's the big 
deal?’ Our job is to get somebody to try 
it once and then the quality is what is go- 
ing to bring them back.” 

In 2016, that company added three 
additional sizes—robusto (5 x 54), Chur- 
chill (7 x 54) and gordo (6 x 60)— to the 
original 6 x 54 toro in advance of national 














| edition ceramic jars (right) jars have returned. 





distribution of the line. The Sun Grown 
and Maduro blends are both Nicaraguan 
puros, while the Connecticut blend uses 











apper grown in the Connecticut Riv- 
er Valley. Alll three variations feature the 
same five-year-aged blend of Cuban-seed 
Corojo and Criollo fillers and binder from 
Nicaragua's Jalapa, Condega, and Esteli 
regions. Cigars retail between $9.45 and 
$10.95 each, presented in 25-count boxes. 
Special edition ceramic jars with 25 toros 
are also offered at $275 retail. 

Rick and Ryan certainly aren’t the first 
friends to pursue a dream, but success 

















can be quite elusive for many. Timing and 
luck can be factors beyond anyone's con- 
trol. Why did Island Lifestyle Importers 
succeed where others didn’t? “Never 
quit,” offers Ryan. “When the going gets 
tough, work harder and work smarter, 
but never quit. You are never able to see 
over the horizon, but you should never 
stop shooting for it. I think there have 
probably been a lot of people who are just 
on the crest of success but just quit. I think 
the real difference—especially in this in- 
dustry—those who make it and those 
who don’tis you can never quit.” 








Island Lifestyle Importers, LLC, 426 
Interstate Court Sarasota, Fla. 34240, 
Email: contact@islandlifestyleimporters. 
com, Web: islandlifestyleimporters.com, 
Tel: (941) 378-3200. 
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MANUFACTURER PROFILE 


Sutliff Tobacco Company 


Back on Track 


With roots that extend back 169 years, Sutliff Tobacco Company has 
plenty of history and tradition under its belt. During the past five years 


under its new 








t was just over five years ago, in May 
| 013, that the pipe tobacco division 

of Altadis U.S.A., consisting of its 
own fully-staffed manufacturing, dis- 
tribution, and sales functions based in 
Richmond, Va., was purchased by Mac 
Baren Tobacco Company of Svendborg, 
Denmark, True to its own admiration of 
tradition, Mac Baren restored the oper- 
ation’s historic name of Sutliff Tobacco 
Company as soon as the transaction was 





st owner, Denmark's Mac Baren Tobacco Co. a series 
of changes have restored strength and 
tobacco gems. > E. EDWARD HOYT 


credibility to one of America’s pipe 








completed, once again es 
liff as a stand-alone company. 


ablishing Sut- 


The former division, which had been 
a part of Altadis for 46 years, was one of 
a number of smaller, non-strategic hold- 
ings or product portfolios that Altadis 
U.S.A. parent company Imperial Tobacco 
PLC was systematically divesting. Mac 
Baren, a 125-year-old family-owned pipe 
tobacco manufacturer striving to remain 
a top producer within a globally shrink- 





Jeremy McKenna, president (left), and Phill 
Green, CEO (right), Sutliff Tobacco Co. 





ing industry, had already been contract- 
ed to produce Imperial Tobacco's pipe 
blends in Europe when the British-based 
firm shuttered its own Liverpool facto- 
ry in 2006. Not only was the Richmond 
operation—with its wide range of mass 
market and premium pipe tobaccos and 
its position as one of the top U.S. pro- 
ducers—seen as a good strategic fit with 
Mac Baren’s strategic vision, it would 
also provide the company its own much- 
need pipe-centric base for importing and 
distributing its Mac Baren pipe tobac- 
cos not only in the U.S., but throughout 
the entire Western Hemisphere, shifting 
those functions from Phillips & King In- 
ternational, a distributor that handles a 
wide array of tobacco merchandise cate- 
gories across many retail channels. 

Sutliff 
was more than just a nostalgic move or 






Restoring the Tobacco name 
symbolic turning of a new leaf for the 
storied operations, but an opportunity 
to reenergize what had become an of- 
ten overlooked, tiny holding within a 
multi-national, cigarette-focused power- 
house. Initially few changes were made, 


with Paul Creasy—who had served as 





general manager of the division since 


1988, being named as president. 





A significant market development 
in 2014, however, cast Sutliff into unex- 
pected waters when the CVS drug store 
chain announced it was exiting the to- 
bacco segment, causing one of the man- 
ufacturer’s major distribution contracts 
to vanish. In a shrinking market, there 
were few easy answers in terms of blunt- 
ing such a significant loss of business. 
As Mac Baren immersed itself deeper 
into Sutliff’s operations, the company in- 
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YOUR CUSTOMIZED 
ROLLING PAPERS 
PRODUCER SINCE 1910 





mlRol4you 





Roll4You, s.r.o. is a leading private label rolling paper 
supplier to the global market. The company combines 150 
years of cigarette paper making with the latest production 
processes, top technology, and co-operation with 
international tobacco companies. 


The company’s factory in the Czech Republic is situated in the 
beautiful foothills of the Jeseniky Mountains in North Moravia. 
This mill with three paper machines was founded in 1861. The 
mill is fully upgraded and continually invests in the latest R&D 
facilities to improve its expertise. Environmental compliance 

is of prime importance and quality systems are certified with 
ISO 9001 and ISO 14001. Additionally, the raw materials 
responsibly sourced and certified by PEFC and 

FSC — Chain of Custody. 


Roll4You has been a rolling paper specialist since 1910, 
producing customized products. Customers can choose 


from regular to slow burning cigarette paper grades, made 
from a choice of fibres - wood, textile, mixed cigarette paper - 
in various weights, ranging from 12 g/m? up to 23 g/m?. All in 
all, over 30 paper grades are at your disposal to choose from. 
And a rolling paper is not complete without an excellent gum - 
Acacia or other Natural gums. 


Finally, your brand in rolling papers can be produced 
in a complete line of sizes, such as: 


+ Shorts 

+ Shorts Cut Corner 

+ Shorts Double Window Booklets 
- 114,112 

+ King Size Slim 

+ King Size Regular 

+ Rolls 


You can find more information at www.roll4you.com 
or contact directly roll4you@delfortgroup.com 
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creasingly believed a new approach was 
necessary to ensure a strong future for 
the company, and in early 2015 decided 
to bring in Phil Green, a tobacco indus- 
try veteran of British American Tobacco 
(BAT) and Imperial Tobacco who had 
previously been involved in Mac Bar- 
en’s European transactions, to restruc- 
ture and turn around their U.S. business. 
Creasy parted ways with Sutliff to pur- 
sue other opportunities. 


DESIGNING A TRANSFORMATION 
Green set out to address a number of 
areas he considered crucial priorities, 
but throughout the restructuring, his 
message—whether he was speaking 
to contract customers, distributors, or 
to Sutliff staff—was simple and direct: 
“We want to be here for the long term,” 
Green repeated over and over again of 
both Sutliff Tobacco and Mac Baren. “We 
have great pride in tobacco, it’s a great 
industry, and we're proud of it. We want 
to ensure that we can be here for future 
generations, to ensure that we meet all 
legislative requirements.” 

One of the biggest needs was put- 
ting into place a new enterprise resource 
planning (ERP) system, an increasingly 
crucial software tool in the manufactur 
ing world, even for mid-size companies, 
that provides management with accurate 
reporting on purchasing, manufactur 








ing, inventory, and sales. Such a system 
would enable Sutliff to make decisions 
“based on fact and known data,” says 
Green. Understanding the company’s 
cost structure and other financials would 
be a critical foundation for all future de- 
cision making, Green explains 

condly, Green recruited Jeremy 
McKenna as the company’s chief finan- 
cial officer. McKenna had previously 
held a number of positions in manu- 
facturing industries and became a key 
member of the Sutliff team and its trans 
formation. Together, Green and McKen- 
na worked to understand the underlying 
financials, and Green admits he had to 
make some tough decisions, canceling 











certain contracts that he felt weren’t vi- 
able, and looking at the company’s en- 
tire way of doing business, from pricing, 
products, and proposition. 

He turned to his insight of the pipe 
tobacco market in Europe and the trends 
that Mac Baren had already been dealing 
with there as the basis for anticipated 
how the US. pipe tobacco market would 
likely evolve in the long term. 

“| felt that the U.S. market was po- 
tentially going to change to smaller 
quantity sizes, as we'd seen in Europe,” 
says Green, but hand packing pouches— 
the method being used at Sutliff at the 
time—“wasn’t the way to go for the fu- 
ture of operation costs.” Green was able 














Sutliff Tobacco’s facility in Richmond, Va. has been the company’s home since 1963 when the company relocated from San Fransico. During 
the past five years, the factory has been logically restructured, the offices cleared of decades of clutter, and a welcoming new entrance added. 





to get pouch packing machinery from 
Denmark installed at Sutliff, and took 
the opportunity of transitioning to an 
automated packing line to upgrade the 
packaging materials of one the compa- 
ny’s key brands, Super Value, to a gold 
foil-lined laminate pouch. The brand is 
the leading value traditional pipe tobac- 
co in the market, but Green felt it had 
even greater potential. 

“We always had good blends and 
quality tobaccos,” says Green of the Sut- 
liff Tobacco portfolio, “but we weren't 
presenting it properly. It was [a matter 
of] harnessing the excellent blends and 
matching them to a high quality pouch, 
which was unheard of in the value sec- 
tor.” Since the packaging upgrade, Super 
Value has grown and continues to gain 
market share with additional distribu- 
tion contracts. At the same time, Sut- 
liff took a long, hard look at its entire 
portfolio, reducing the number of stock 
keeping units (SKUs) down from close to 
4,000 to just under 2,000. 

In addition to the new automated 
packaging line, Sutliff reorganized the 
factory and office, applying a “logical 
and structured approach,” says Green. 
Some simple cosmetic changes, such as 
renovating the building’s antiquated 
entrance, were intended convey to staff 
and the industry that Sutliff was mod- 
ernizing and is serious about its commit- 
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Super Value leads the U.S. value price pipe tobacco segment and continues to grow. 





ment to the future. “We cleared away the 
clutter that had been there for years and 
years and years,” Green adds. 

Another early boost came with Mac 
Baren’s acquisition of Imperial Tobac- 
cos remaining pipe tobacco brands (and 
a number of related fine cut brands) in 
September 2015 that enabled Sutliff to 
strategically reintroduce several key 
brands in the U.S. 

“I'd been aware of them before from 
my Imperial days,” says Green of the 
trademarks, “so I knew what powerful 
brands they were, and what great prod- 
ucts.” Green recalls that Sutliff in par- 
ticular was lacking a competitive mid- 
price product. “The first thing I did was 
to bring out Amphora, reintroducing it 
back into the U.S.A. It was the former 
number one pipe tobacco in the USA in 
the ‘80s and ‘90s,” Green explains. “It 
was well known and well loved. To be 
able to bring it back was a fantastic op- 
portunity, and one that’s been very well 
received, and has given us a real power- 
house in the mid-price sector.” 

As a result, Green says that Sutliff 
Tobacco is now ina very strong position 
with its portfolio, which includes a vari- 
ety of smaller private label brands; an ex- 
tensive mass market range encompass- 
ing Super Value, the leading value sector 
brand in the US., as well as Vintage, 
China Black, Admiral’s Choice, and clas- 
sics such as Mixture 79, Dutch Masters, 
Edward G. Robinson, and Heine’s Blend; 
Tobacco Galleria and Sutliff Private 









Stock (aromatics, non-aromatics, and En- 
glish styles); and the numerous premi- 
um tobaccos in the Mac Baren portfolio, 
including the Mac Baren range, Ampho- 


ra, Capstan, St. Bruno, Gold Block, HH 
Series, and 7 Seas, among many others. 
The expanded product portfolio, 
combined with the adoption of the 
same ERP system used by Mac Baren 
in Svendborg, has put Sutliff in a much 
better competitive position in the U.S. 
market. “The new ERP system gave us 
the opportunity to data mine, to under- 
stand our cost control, who our custom- 
ers were, what we were selling. What we 
were not selling,” says Green, “That was 
one of the fundamentals. We've got the 
product now, we've got the production 
capacity, we've got the data. At the same 
time, we were working on the organiza- 
tion administration with the employees, 
and helping them to develop and grow.” 


’ 


FULL 


A range of premium 
tobaccos produced by Mac 
Baren in Denmark are also 
part of Sutliff’s distribution 
portfolio in North America. 














AMPHORA 


In addition to Mac Baren tobaccos, two 
other lines of imported products offer 
additional depth to Sutliff Tobacco’s 
portfolio. The company is the U.S. im- 
porter and distributor for Ontario-based 
Brigham pipes and accessories, “which 
is a very good fit,” says Green, who 
explains that Sutliff also manufactures 
Brigham’s own label pipe tobaccos for 
the Canadian market. 

“Our business at its core is pipe tobac- 
co across all sectors,” says Green, “but we 
also have a good importation distribution 
side to the business, which now with our 
stems, with our automation is geared 
up to cope with growth and any other op- 
portunities that we see.” 

In 2014, the company become the 
clusive importer and distributor of Gi 
rolling papers, cigarette tubes, and acces- 
sories produced by one of the world’s 
leading smoking accessory manufactur 
ers, German-based Gizeh GmbH. “I could 
see the potential of the Gizeh products in 
the U.S. market,” says Green, noting that 
line was still quite new to Sutliff when 
he joined the company. “We felt that that 
was another good leg to have in the U.S,, 
both for the benefit of Giza and the bene- 
fit of Sutliff.” Key offerings include Twist- 
er Tubes, the leading value cigarette tube, 
which Green says is doing “very well,” as 
well as Gizeh Blue and Gizeh Red papers. 
Sales of the Gizeh products in the U.S. are 

















’ Y 
Aprons | AMPHORA 


ORIGINAL 
BLEND, 


WARNING: 
This product 
contains nicotine. 
Nicotine is an 


WARNING: 
This product 
contains nicotine. 
Nicotine is an 
addictive chemical. 


addictive chemical. 
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Entirely refurbished, it runs like new if it's ever 


growing, which Green attributes to great 
products with high quality standards and 
Sutliff’s success in communicating with 
retailers and through the company’s dis- 
tribution strength. “Gizeh is a small part 
of our business, but it’s a nice fit because 
we have a very good distribution net- 
work,” he explains. 


CORPORATE SUCCESS: 
PRODUCTS AND PEOPLE 
Green notes it may sound trite, but he 
always says the same thing to those he’s 
working with when challenged with re- 
organization efforts, and his time at Sut- 
liff has been no different. “I have only 
one job at Sutliff,” he told the Richmond 
staff, “and that is to help make each and 
every one of you succeed,” 

Already fully confident in the quali- 
ty of Sutliff’s produ tout to 





change the company’s ethos, one where 


decisions are increasingly proactive 
rather than merely reacting to market 
changes or the competitive landscape. 


“You never become a leader by follow- 





ing,” notes Green. “We're trying to do 
things differently.” 

Encouraging open communication 
within the company and building his 
team has a crucial part of that effort, says 
Green, who held regular factory meet- 
ings that bring together the entire work- 
force for open discussions about where 
the company stands—especially after 





Proud to preserve its history and heritage, Sutliff completely restored its oldest piece of 
machinery—a tobacco cutter from the 1860s that hadn't been in use for many years. we have 


needed, and is now on display in the lobby 





key events such as trade shows. “I never 


forget where my roots were,” he notes 





of his own past experience working on 
the factory floor from an early age and 


understa 





ding how important it is for 
the entire staff to know that everyone is 
working together. 

Green is quick to point Sutliff is the 
only packed traditional pipe tobacco 
manufacturer that supplies direct to re- 
tailers, in conjunction with distributed 
don’t just go through 
distributors. We actually supply the brick 





wholesalers. “V 


and mortar, the retailers direct. That’s one 
of the key advantages that I feel that we 
have with a direct communication chan- 
” Green adds. 











cos became a reality, Green looked upon 
it as an opportunity rather than a threat, 
and Sutliff revamped its program of bulk 
tobaccos, which previously were sold 
only in five pound bags. Not knowing 
which direction the FDA was going to 
head regarding loose tobacco sales, Sut- 
liff decided to also offer its bulk tobace 





Ss 
in one pound and eight ounce bags, as 
well as in one-and-a-half-ounce pouches. 
The changes have given retailers flexibil- 
ity and additional opportunities to con- 
tinue selling the company’s bulk tobac- 





cos in pre-packed formats, something 


that Green notes w: 





s only possible due 
to the cost advantages of its automated 
packing line. The move has proven pre- 
scient. “We've seen growth in the mar- 
ket,” says Green. “Our pouch sales are 
growing. That decision has been borne 
out in reality.” 

Green is also proud of the great- 
er credibility that Sutliff Tobacco has 
achieved the past few years, ending its 





past reliance on marketing, promotions 
that emphasized free products to gain 
exposure, which Green says can be det- 
rimental in the long run. In addition, 
Sutliff Tobacco also became actively in- 
volved in the Washington, D.C.-based 
Pipe Tobacco Council, an industry trade 
group that operates alongside the Cigar 
Association of America and the Interna- 





tional Premium Cigar and Pipe Tobacco 
Association (IPCPR) in tackling crucial 
regulatory and taxation issues, By be- 
coming actively engaged in addressing 
issues, Sutliff Tobacco is bringing its in- 








fluence to bear for the good of the entire 
industry, says Gi 





en. 


Sutlif?’s installation of a German-made Focke & Co. automated packing line allowed the 
company to upgrade the Super Value line to high quality, gold foil lined laminate pouches. 
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Once Sutliff had successfully ad- 
dressed the key fundamentals, Green was 
able in turn to focus on building other 
areas of the operations. “We started to 
work on developing, recently in the last 
year, additional customer support,” says 
Green, which centered around develop- 
ing an in house sales team. Under McK- 
enna’s guidance Sutliff recently adopted 
the Salesforce program on the software 
side, established a monthly flyer with key 
promotions, and has been working with 
its customers to advise them what is sell- 
ing and sharing with them the opportuni- 
ties that they may be missing or not aware 
of. “It's a dialogue,” Green explains, “It’s 
a partnership with our customers.” 

In March, Mac Baren announced that 
Green was stepping down from his role 
as president and was assuming the new 
created position of chairman, while McK- 
enna, who has served as c.f.o. since May 
2015, had been named as Sutliff Tobacco’s 
president to now run the operations, 

“L won't say my job’s over, but my job’s 
done in terms of what I was asked to do, 
to restructure and reorganize and make a 
success of the business, and we are success- 
ful in that, but we're not complacent,” sai 
Green as he steps away from running the 
operations and instead will be mentoring 
and advising Sutliff’s management from 
England. “It’s part of business to develop a 
[capable] team under you, to enable me to 
go on and do other things,” said Green of 
the recent transition. 

“We want our customers to succeed,” 
Green stresses, and he’s confident that 
Sutliff Tobacco Company is in a much 
stronger position today to help them do 
that. “We're now in a situation where we 














are established, we're back on a sound fi- 
nancial footing, we've got growth in all of 
our sectors, even in difficult conditions,” 
“It comes back to the people,” says 
Green of what could well be the most 
satisfying role he’s played at Sutliff over 
the past three years, “It’s helping to de- 
velop people to succeed, and the time 
has now come. I’ve gota great team, Jer- 
emy is more than capable, and he’s now 
ready to take on the role.” 





Sutliff Tobacco Company, 600 Perdue 
Ave, Richmond, Va. 23224, Tel: (804) 
233-7668, Email: info@sutliff-tobacco. 
com, Web: info@sutlifftobacco.com 





AN AMERIAN ICON: 


Sutliff Tobacco’s Storied History 


Many established tobacconists and consumers might have recognized the 
return of Sutliff Tobacco Company in 2013, as it was the company's original 
name when it was founded in 1849 in San Francisco by Henry W. Sutliff. Until the 
early 1900s, the company primarily operated as a retail establishment, selling 
cigars and pipe tobaccos. Starting in 1933, the company began manufacturing 
its flagship brand “Mixture 79,” which grew steadily for two decades until the 
San Francisco factory was too small to handle production demands. 

In 1953, Sutliff moved to Richmond, Va., the center of the tobacco industry 
in the U.S. where most of the major leaf dealers had warehouse and distribution 
facilities. The location was conveniently close to the tobacco markets in southern 
Virginia and North 
Carolina, and contin- 
ues to serve as the 
company's base of 
operations today. In 
1963 Sutliff Tobacco 
acquired Heine's 
Blend from the 
Heine's Tobacco Co. 
of Massillon, Ohio. 

Major change 
occurred in 1969 
when Consolidated 
Cigar Corporation, 
at the time owned by Gulf and Western, 
purchased the company from the Sutliff 
family, and for many years it benefited | 
from Consolidated Cigar’s enormous sales and acquisition resources. With ae 
purchase of Milt Sherman in 1987, Consolidated Cigar entered into the profit- 
able bulk tobacco segment, a presence it further expanded with the purchase 
of Century Tobaco Company in 1988 and then the U.S. operations of Ireland's 
A.C. Peterson in 1993, fueling a period of continued growth. 

Starting in the late 1990s, a series of corporate mergers began to shift 
the division's standing within its evolving parent company over time. In 1998, 
Consolidated Cigar was acquired by the French tobacco monopoly Seita S.A., 
and became the Altadis U.S.A. division of Spain's Altadis S.A. in 2001, That 
company in turn was purchased by U.K.-based tobacco conglomerate Imperial 
Tobacco Group PLC in 2008. 

Although the pipe tobacco operations had still been known as the “Sutliff 
division" of Altadis U.S.A. for a number of years, the Sutliff name was officially 
been dropped. Even though the division introduced a number of new products 
cover time, inluding Sutliff Private Stock the premium mixtures, pipe tobaccos 
accounted for only a tiny—and declining—portion of Imperial Tobacco’s busi- 
ness, which is dominated by the production of billions of cigarettes and millions 
of cigars globally. 

Mac Baren Tobacco Company purchase of the Altadis Pipe Tobacco 
Division in 2013 marked the first time since 1969 that the Richmond division has 
been owned by a pipe tobacco. The number-two pipe tobacco company in the 
world, Mac Baren was founded in 1887 in Denmark as Harald Halberg Tobaks 
& Cigarfabrik and has been privately owned by the Halberg family ever since. 
Today its the company is run by fourth generation family members. 
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WHEELING 





Making History 





Topper Cigars, F 


. Smith, and a former sales & marketing expert 


from Avanti Cigars all join forces to bring the storied Marsh Wheeling 
Stogies back to market. > BY FRANK SELTZER 





EF: Chris Topper, family and history 
are everything. As the owner of one 
of the nation’s oldest cigar compa- 
nies, Topper Cigars, Chris is working to 
ensure a part of America’s history con- 
tinues to survive and thrive. 

Chris is the fourth generation of 
Toppers to run the cigar company that 
began in 1896 when B.P. Topper started 
his own line of cigars out of McSherrys- 
town, Pennsylvania. Topper had moved 
up to McSherrystown two years earlier 
from Maryland so he could apprentice 
in a cigar factory before opening his 
own place. McSherrystown is just a few 
miles from Gettysburg and during the 
Civil War, Francis Xavier Smith opened 
a factory in nearby Irishtown to supply 
soldiers with cigars, using Pennsylva- 
nia tobacco since the south controlled 
all the Virginia tobacco. By 1887, Smith 











moved to bigger quarters in McSherry 
stown and B.P also opened his factory 
there. The Toppers and Smiths became 
very friendly and in the mid 1960s with 
the Cuban embargo, the Toppers moved 
from hand made long-fill clear Havana 
cigars to a short fill machine-made prod- 
uct. To do that they moved their factory 
two blocks to Smith’s factory 

Today Craig Smith, the fifth gen- 
eration running F.X. Smith's Sons in 
McSherrystown, continues to make Top- 
per cigars and helps Chris with distribu- 
tion. Both men love the history of their 
products, but both knew there was one 
cigar that was an icon. It was the Marsh 
Wheeling Stogie. Founded in 1840 by 
Mifflin Marsh, Marsh Wheeling (from 
Wheeling, Virginia at the time it didn’t 
become West Virginia until the Civil 
War) initially made cigars that were af- 














fordable for the average person. Marsh 
made cigars that sold for less than a pen- 
ny a piece. Marsh also was the first mar- 
keter in the cigar business, handing out 
free samples to Conestoga wagon driv- 
ers on the National Road—which ran 
from Baltimore to Wheeling, connecting 
the east coast with the Ohio River — and 
to Captains of the river boats that dotted 
the Ohio River and he then sold the rest 
to passengers of the boats and wagons 
The following year, the Wheeling Sus- 
pension Bridge was completed across the 
Ohio River. As a result, Wheeling’s busi- 
ness really took off and as did Marsh's. 
In 1848, Marsh developed what became 
the icon, the Stogie. At the time, the 
cheapest cigars were Boston Cheroots 
selling for $3.50 to $4.00 per thousand. 
They also were made out of scraps. Miff- 
lin came up with an affordable long filler 
cigar named in honor of the Conestoga 
wagons that traveled through Wheeling 
taking pioneers and settlers out into the 
west. The Marsh Wheeling Stogie was 


the result, measuring 7 


inches with a 
34-ring gauge. (And yes, the use of the 
word stogie today to mean a cigar comes 
from the Marsh Wheeling Stogie.) M 


also came up with the slogan because of 


rsh 





the Stogie’s length “longer enjoyment.” 

During the Civil War, Mifflin Marsh 
gave each soldier fighting for the Union 
—which was why this part of Virginia 
broke off into West Virginia—a bunch 
of the Stogies to take with him. (Again, 
he thought it was marketing spreading 











32 SMOKESHOP June 2018 








garette Cases * Ashtrays » RYO/MYO Machines 


B& hycienne ZRRce 


Lighters of Distinction 


< Gigs 
wn 


Westilrading orp. Ltd. 

rters * Exporters Distributors 
|-3635 Fax: 855-900-4848 
SA.com * www.Lucienne.com 


gs INJECTOR __ 
sy 25 


ac CS 





SJOPULID 009eO] « SaLOSsEd0Vy SUI « S1E}ND JEBID + Saleds |E]SOq + SYSE|4 + SOUIYeYy aoJeBID - ouejng + ete 


> MANUFACTURER FOCUS 





the word about his cigars to the other 
troops.) EX.Smith simply made the ci- 
gars for the troops but the Stogie ended 
up being everywhere. According to the 
lore of Marsh Wheeling, President Lin- 
coln, Annie Oakley, Andrew Mellon, PT. 
Barnum, Sam Houston, Mark Twain and 
later even John Wayne all were known to 
occasionally smoke Marsh’s Stogie. The 
biggest smoker though was President 
Ulysses S, Grant who was said to smoke 
up to 20 a day. Even Rudyard Kipling 





mentioned the Wheeling Stogie by name 
in Captains Courageous though not in a 
favorable way. A historic cigar indeed. 
Marsh Wheeling continued _pro- 
duction in West Virginia but in 1930 it 
changed from long fill to mixed fill and 
from hand rolled to machine made, all 
in an effort to keep prices low. But the 
company was making 200,000 Stogies a 
day. At its peak in the 1940s, the huge 
Wheeling factory employed 600 people 






The Marsh Wheeling factory in 1921. 





with newer machines that upped the to- 
tal to over 250,000 per day. While ciga- 
rettes were making inroads after World 
War Two, March Wheeling continued to 
grow as national cigar consumption hit 
its peak in 1964 with 9 billion cigars sold. 

In 1988 Marsh Wheeling was sold to 
National Cigar in Frankfort, Indiana, By 
2001, due to laws in West Virginia, the 
company moved production to Nation- 
al’s Indiana factory. But due to the FDA 
and government regulations, National 


> While the blends of Topper’s March Wheeling 
Stogie are fine with FDA, the bigger problem was 
designing new packaging for all of the products. 





closed its doors in 2015. Enter Craig and 
Chris. They knew the history of Marsh 
Wheeling and began negotiations to re- 
claim the famous cigar. The negotiations 
between Craig, Chris, and their partners 
with National took a bit of time, but 
eventually the group succeeded in get- 
ting the historic cigar. 

The first task was disassembling all 
the machines in Indiana and moving 
them to their new home. This was not a 





Marsh Stogies once again being produced, by F.X. Smith in McSherrytown, Pa. 


simple process considering the age of the 
Marsh machines was well over 70 years 
old. Craig was used to dealing with vin- 
tage cigar machines and eventually got 
them resassembled. With Craig running 
the production and distribution and 
Chris working the sales, they had hoped 
to reintroduce the Stogie last year, but 
old machines are finicky, and then there 
was the FDA. 

Chris says while the blends of his ci- 
gars and the Marsh Wheeling Stogie are 
fine for FDA, the bigger problem was 
designing new packaging for all the 
products. The boxes must be set up so 
that the new FDA warning labels don’t 
cover the brand name or the logos since 
that would be self-defeating for sales. 
(All companies are going through this 
in redoing their boxes). Then, there are 
the warning labels themselves, which 
must be a specific proportion of the 
total box size and must rotate equally 
between six warning statements or else 
major fines from the FDA will result. 
Besides getting the new Marsh boxes 
ready, Topper and Smith have to rede- 
sign the packaging for all their brands, 
which for a rather small operation is 
daunting to say the least. But nonethe- 
less, progress is being made 
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In January 
ily cigar guy 
started making cigars in the early 1900s 
with Parodi and later named Avanti ci- 
gars. The Suraci family provided small 
dry 
migrants but soon their business grew: 
The Suraci’s sold the company in 2015 to 
the Italian cigar maker Toscano, but Tony, 
the grandson of the founder who had 
worked as sales and marketing dire 
for his family, was looking for a new 
ture. Chris says Tony will be focusing on 
the Marsh Stogie 

“When I went to Wheeling, with Toi 
recently, I had no idea who these guys 
were but he knows all the guys and the 
product is similar to what he was doing 
before and he knows the market. One of 
the groups we met with was Sledd & Co. 
They supply sev 
cited to have the Stogies back. Bob For- 
tunato said he had customers waiting to 





Topper hired another fan 
‘ony Suraci, whose family 








tured cigars initially for Italian im- 











n states and were e} 





place orders.” 

Chris also likes the fact that three 
families are working together, each with 
along pedigree in cigars. “There are very 
few people to have a brand from 1840. 
Also we are distributing Craig’s brands 
from 1863, and my own brands dating 
from 1896. And then to bring in Tony, 
whose family was a newbie getting into 
the business in the early 1900s there is 
a tremendous amount of history in the 
brands and people who are representing 
the brands, it is a unique opportunity 








and a huge potential. Certainly a piece of 
history no way to deny that.” 

But Chris adds it could all go away 
because of Washington. “FDA threatens 
it all and have no doubt, FDA wants us 
out of business. Just because I have all 
these brands that are grandfathered, we 
get a little pass on the first go-through, 
but it is just a pass on the first round 
The more information there will be more 
compliance and this is the tip of the ice- 
berg for the FDA. They won't go away 

But he is optimistic and says the 











Marsh Wheeling Stogie will reappear at 
this year’s IPCPR trade show. He be- 
lieves the addition of the Stogie to his 
line will help him with his Topper lines 
and in return everywhere Toppers are 
sold should be good markets for the Sto- 
gie. “They are both unique cigars,” he 
“and with their histories they 
should do well.” 








says, 








Topper Cigar Co., Inc., Meriden, Conn,, 
Tel: (860) 620-0732, Email: christopper®@ 


prodigy.net. Web: toppercigar.com. 
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FDA Prevails in Court in 
Round One Over Cigars 


A federal district court rejects most industry claims, but does direct 
FDA to reconsider the issue of retailers who blend pipe tobaccos. 
And so the cigar industry's war against deeming regulations rages on. 


>BY BRY/ 





N M. HAYNES 


he United States Food and Drug 
Administration recently obtained 
summary judgment on several 
cigar industry claims challenging the 
FDA's Deeming Regulations. The case 
was filed by industry plaintiffs Cigar As- 
sociation of America, the International 
Premium Cigar and Pipe Retailers As- 
sociation, and Cigar Rights of America 
on July 15, 2016, shortly after the FDA 
issued the final regulations. 

The federal district court's May 15, 
2018 order denied the industry-chal- 
lengers’ motion for preliminary injune- 
tion regarding the regulations’ health 
warning requirements and granted the 
FDA's motion for summary judgment 
with respect the industry’s claims re- 
garding the FDA’s health warnings, user 
fees, and regulation of pipes. The Court 





did find that the FDA unlawfully desig- 
nated as “manufacturers” retailers who 
blend pipe tobacco, and directed the 
agency to reconsider the issue. 





THE INDUSTRY'S CHALLENGE 
TO DEEMING REGUTIONS 

The plaintiffs’ Complaint challenges sev- 
eral aspects of the Deeming Regulations: 


* The plaintiffs argue that the FDA’s 
premarket review process (as ap- 
plied to premium cigars) is arbitrary 
and capricious in that in that it fa- 
vors previously-regulated products 
like cigarettes. The cigar industry 
must “look back” nine years for 
predicate products for substantial 
equivalence comparisons, whereas 
the cigarette industry only had to 





“look back” two and a half years 
Moreover, cigarettes were permit- 
ted by law to remain on the market 
while the FDA completed its review, 
whereas cigars were not given the 
same consideration. 


* The plaintiffs assert that the FDA’s 
imposition of user fees on cigars is 
arbitrary in that e-cigarette suppliers 
are exempted from such payments. 


* The plaintiffs claim that the Deeming 
Regulations did not employ a proper 
cost-benefit analysis in that it failed 
to quantify the regulations’ enor- 
mous costs. 


* The plaintiffs argue that the FDA 
arbitrarily declined to exempt from 
regulation a defined category of pre- 
mium cigars, and in so doing, failed 
to consider the regulations’ devastat- 
ing impact on the industry. 


* The plaintiffs argue that the warning 
label requirements violate the First 
Amendment to the U.S. Constitution 
by impermissibly infringing cigar 
companies’ free speech 


* The plaintiffs assert that the FDA 
arbitrarily regulated retailers who 
blend pipe tobacco as “manufac- 
turers” 


* The plaintiffs contend that the FDA 
improperly regulated pipes (which 
contain no tobacco) as “tobacco 


products.” 


In early 2017, the newly-installed 
FDA administration signaled a willing- 
ness to reconsider several aspects of the 
prior administration's policy on new- 
ly-deemed products, The litigants then 
agreed to multiple extensions of the case 
in order to allow the FDA to more fully 
reconsider the relevant issues. That re- 
consideration culminated in the FDA’s 
July 28, 2017 announcement of a “new 
comprehensive plan” for regulating, to- 
bacco products. Under the plan, the FDA 
delayed certain key deadlines, shifting 
the deadline for cigar companies’ pre- 
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market review submissions from Febru- 
ary 2018 to August 2021. 

The FDA also announced a plan to 
reconsider its approach to regulating 
premium cigars. The FDA stated that it 
would issue an Advanced Notice of Pro- 
posed Rulemaking (“ANPRM”) seeking 
public comment on “the patterns of use 
and resulting public health impacts from 
premium cigars.” The FDA indicated 
that it was interested in scientific infor- 
mation “that might support” exempting 
premium cigars from the Deeming Reg- 
ulations, or regulating them differently. 
The FDA issued the ANPRM in March 
and, as of this writing, comments are 
due in July 2018. 

As a result of the FDA’s announce- 
ment, the industry-challengers agreed 
to defer resolution of certain claims in 
the litigation. The plaintiffs agreed to 
defer consideration of the premarket 
review process, the FDA's decision to 
regulate premium cigars, and the agen- 
cy’s cost-benefit analysis. However, 
because warning label requirements 
are slated to take effect on August 10, 
2018, the plaintiffs sought preliminary 
injunctive relief. The plaintiffs also 
sought summary judgment on other 
aspects of the Deeming Regulations 
that were not affected by the FDA's 
July 2017 announcement. 


>For the foreseeable future, retailers who 
blend pipe tobacco will not be regulated as 
“manufacturers,” and the FDA likely will have 
to conduct another rulemaking if it wishes to 


regulate them as such. 





THE COURT'S DECISION 
Although the Court rejected most of the 
plaintiffs’ claims, the Court did criticize 
the FDA’s “grossly unfair exercise of 
agency authority.” The court noted that 
“the cigar industry has expended mil- 
lions of dollars in designing and creat- 
ing” new packaging with the required 
warning labels. At the same time, the 
FDA has indicated that it could reconsid- 
er its approach to regulating premium 
cigars, including exempting premium ci- 








gars altogether or eliminating or chang- 
ing the required warnings. The Court 
therefore asked, “Why is the agency in- 
sisting that the premium cigar industry 
expend millions of dollars to conform to 
regulatory mandates that might be re- 
scinded only months after their effective 
date?” Stating that this “smacks of basic 
unfairness” the Court suggested that the 
FDA should voluntarily stay the warn- 





ed that the FDA could plausibly assert 
that the act of blending pipe tobacco 
constitutes the “manufacture, prepara- 
tion, compounding, or processing of a 
tobacco product.” Since the agency did 
not make that argument during the 
rulemaking process, the Court required 
the agency to reconsider the issue if it 
wishes to regulate retailers who blend 
pipe tobacco. What this means is that, 


> Although the Court rejected several of 

the plaintiffs’ claims, their core challenges 
remain. These challenges strike at the heart 
of the Deeming Regulations’ requirements for 


premium cigars. 


ing requirement for premium cigars. 

Although the Court was clearly dis- 
pleased with the FDA's approach, the 
Court concluded that “[iJts hands are 
tied by both the law and the posture of 
the case.” The Court noted that agencies 
are free to change their minds about 
regulations. The Court also pointed out 
that the plaintiffs did not challenge the 
FDA’s refusal to stay the warning re- 
quirement during the pendency of the 
ANPRM. Noting that the FDA delayed 
other aspects of the Deeming Regula- 


tions in similar circumstances (most 
notably, the premarket review require- 
ments), the Court suggested that a fu- 
ture challenge to the differential treat- 
ment might be successful. 

The Court also rejected the FDA's ap- 
proach to regulating retailers who blend 
pipe tobacco on par with traditional 
manufacturers and directed the agency 
to reconsider the issue. The Court found 
that the FDA incorrectly analyzed the 
relevant statutory provisions, but not- 








for the foreseeable future, these retail- 
ers will not be regulated as “manufac- 
turers,” and the FDA likely will have to 
conduct another rulemaking if it wishes 
to regulate them as such. 


NEXT STEPS 
Although the Court rejected several of 
the plaintiffs’ claims, their core challeng- 
es remain. These challenges strike at the 
heart of the Deeming Regulations’ re- 
quirements for premium cigars. For ex- 
ample, the Court still must consider the 
plaintiffs’ claims that the FDA failed to 
exempt a defined category of premium 
cigars from regulation, The Court also 
must consider the plaintiffs’ challenges 
to the substantial equivalence / premar- 
ket review process, which is perhaps the 
most onerous of all FDA requirements. 
Finally, the Court must consider the im- 
plications of the FDA’s flawed cost-bene- 
fit analysis. If all or any of these claims 
are successful, the regulations’ require- 
ments for premium cigars would be sub- 
stantially gutted or even eliminated. As 
Yogi Berra once said, “It ain’t over until 
it’s over!” 





Troutman Sanders Tobacco Team, 
Troutman Sanders LLP, 1001 Haxall 
Point, Richmond, Va. 23219, Tel: (804) 
697-2206, Fax: (804) 697-1339, Web: 
www.troutmansanders.com, Email 
bryan.haynes@troutmansanders.com. 
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Building a Coalition to 
Properly Regulate Cigars 


Taking on the FDA is not a task well suited to splintered interests of 
the industry. By bringing a range of stakeholders together to speak as 


a unified voice, the work of advancing the Cole-Bishop amendment in 
Congress benefits immeasureably. >BY CRAIG WILLIAMSON 





he Cigar industry's. multi-year 
effort to level the proverbial 
regulatory playing field took 


a major step forward this spring as a 
broadly supported package to change 
the predicate date appears to be build- 
ing momentum in Congress. The House 
Appropriations Committee agreed to 
an amendment package that revises the 
predicate date and makes several other 
key changes to how cigars would be reg- 
ulated by the Food and Drug Adminis- 
tration. If we are ultimately successful, 
this would be a major victory for our 
industry as we continue to grapple with 
the FDA's regulatory approach. 

As most industry watchers know, the 
fight over the predicate date used to reg- 
ulate cigars and other tobacco products 
is at the center of many complex regu- 








latory battles related to the FDA’s land- 
mark “Deeming Rule.” 

For those not as familiar, February 
15, 2007 is the “predicate date” for tobac- 
co products regulated under the Tobacco 
Control Act. This means that all tobacco 
products produced after this date 
follow the Tobacco Control Act’s regula- 
tory process. The FDA’s ‘Deeming Rule,’ 
adopted in 2016, extends the FDA’s reg- 
ulatory authority to a number of tobacco 
products, including cigars, not originally 
covered by the Tobacco Control Act. 

The FDA insists on using February 
15, 2007 as the predicate date, despite 
the lack of any clear legal authority to do 
so, for newly regulated products. This 
means that any cigars or cigar-related 
products produced since 2007 will have 
to go through a lengthy regulatory pro- 


must 





Hand rolled premium cigars in the aging 
room of Litto Gomez's La Flor Dominicana 
factory in La Canella, Dominican Republic. 





cess in order to remain on the market. 

Since 2016, the Cigar Association of 
America has pushed to revise the pred- 
icate date to level the playing field for 
cigar manufacturers. We are pushing 
to revise the predicate date to August 
8, 2016—the effective date of the new 
deeming regulations—in order to save 
our industry hundreds of millions of 
dollars and to keep thousands of cigar 
products on the market. 

It’sa basic issue of fairness. From 2007 
to 2016, cigar manufacturers produced 
products that complied with all of the 
laws that were on the books. Now, new 
regulations are turning back the clock by 
nearly a decade. Revising the predicate 
date will level the playing field for our 
industry and provide much-needed reg- 
ulatory relief, all without reducing FDA’s 
oversight or authority. 

In recent years, our efforts were dis- 
rupted by the non-regular order of the 
Congressional budget office, In 2016 and 
2017, language to change the predicate 
date was adopted by the Appropriations 
Committee's Agriculture subcommittee 
and included in the Agriculture & Rural 
Development Appropriations bill. 

Unfortunately, the regular order 
of the appropriations process was dis- 
rupted. Instead of passing a package of 
appropriations bills, Congress reverted 
to a series of continuing resolutions to 
fund the government before eventually 
adopting omnibus spending bills. 

The CAA and other advocates made 
a strong push to be included in the omni- 
bus bills, but we were ultimately unsuc- 
cessful. Often, our language was one of 
the last issues to be resolved before ulti- 
mately not making it in to the legislation. 

This year, however, a fresh approach 
developed by a broad coalition of indus- 
try stakeholders gives us renewed hopes 
of revising this key regulatory date. 

The amendment, again sponsored 
by industry allies Tom Cole (R-OK) and 
Sanford Bishop (D-GA) is substantially 
different from last year’s version. 

The amendment seeks to change the 
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predicate date only for cigars and pipe tobacco, exempts pre- 
mium cigars from regulation under the TCA, adds language 
to create a substantially equivalent pathway for pre-market 
tobacco application (PMTA) approved products, and includes 
additional restrictions on vaping products. 

The FDA's expansive deeming rule failed to incorporate 
the unique nature of the cigar industry, especially with re- 
spect to premium cigars. These changes will require FDA to 
develop and enforce a regulatory framework more consistent 
with the needs of our industry. 


>The FDA insists on using 
February 15, 2007 as the predicate 
date, despite the lack of any clear 
legal authority to do so, for newly 
regulated products... CAA is 
pushing to revise the predicate 
date to August 8, 2016—the 
effective date of the new deeming 
regulations—in order to save our 
industry hundreds of millions of 
dollars and to keep thousands of 
cigar products on the market. 





Further, we have developed a broader coalition that in- 
cludes the International Premium Cigars & Pipe Retailers, Ci- 
gar Rights of America, and Altria. We believe our industry 
speaks best as one voice. Industry stakeholders have come to- 
gether to work on this year’s Cole-Bishop amendment as part 
of a unified effort. 

In May, the House Appropriations Committee voted to 
include our amendment in the Agriculture and Rural Devel- 
opment Appropriations Bill for this fiscal year. This is a sig- 
nificant first step and we remain optimistic that Congress will 
adhere to a more regular order when considering appropri- 
ations bills this year. And if not, we believe our broad coa- 
lition and the fresh approach taken this year will allow our 
language to survive should Congressional leaders choose to 
utilize an omnibus spending bill. 

This has been a multi-year effort, as are most successful 
legislative initiatives in Congress. The CAA’s philosophy— 
that our industry speaks best as one voice—has driven us to 
continue to build a coalition, even when success did not seem. 
possible, As we continue to bring new partners in to the fold, 
and continue to bring our advocacy efforts to bear in Con- 
gress, we know that success is once again possible. 





Craig Williamson is president of the Cigar Association of 
America, Tel: (202) 223-8204, Web: cigarassociation.org. 
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FDA Seeks More latermation on 


Pipe Tobacco and Premium Cigars 
Considering more regulation, the agency gathers data on setting 
maximum tobacco levels, the role of flavors, and developing a detailed 
profile of premium cigars and their smokers. >BY THOMAS BRIANT 


three Advanced Notice of Pro- 
posed Rulemakings (ANPRM) issued 
by the agency regarding: (1) setting a 
maximum level of nicotine in cigarettes 
and possibly other tobacco products, (2) 
the role of flavors in tobacco products, 
and (3) the premium cigar category. An 
ANPRM is a request by the FDA for in- 
formation, data, and studies on an issue 
and is not an actual proposed regulation. 
Rather, the agency is seeking informa- 
tion to determine whether a new regu- 
lation should be proposed in the future. 
This article discusses the information, 
data, and studies being requested by the 
FDA from the public and the industry on 
the role of flavors in tobacco products 
and the premium cigar category. 


his past March, the U.S. Food 
and Drug Administration issued 


FLAVORS ANPRM 

The FDA is considering whether to limit 
or ban flavors in tobacco products based 
on information, data and studies that 
conclude flavors may increase the rate 
of tobacco use initiation by underage 
youth. To limit or ban flavors, the FDA 
would need to adopt what is called a 
product standard. A product standard is 
the power to limit or ban an ingredient 
in a tobacco product or a constituent in 
tobacco smoke. 








A product standard that would enact 
an across the board ban on flavors in 
tobacco products could eliminate entire 
categories of flavored tobacco products 
including cigars, pipe tobacco, electronic 
cigarettes, vapor products, and hookah 
tobacco. However, the legislation that 
Congress passed and which the Presi 
dent signed into law granting the FDA 
the authority to regulate tobacco prod- 
ucts specifically prohibits the FDA from 
banning all cigarettes, all smokeless to- 
bacco products, all little cigars, all cigars 
other than little cigars, all pipe tobacco, 
or all roll-your-own tobacco products. 
Any FDA regulation that prohibits fla- 
vors and in turn eliminates an entire 
category of tobacco products would be 
contrary to the limitation placed on the 
agency by Congress. 

Even so, a ban on flavors in pipe 
tobacco would essentially prohibit the 
sale of all pipe tobacco because virtually 
every brand of pipe tobacco is flavored 
and always has been. However, the FDA 
has not proposed such a regulation and 
needs to review the comments and in- 
formation submitted by the public and 
the industry before deciding whether 
to draft a regulation limiting or banning 
flavors in tobacco products. 

Adult consumers prefer flavors in a 
variety of food products, soft drinks, al- 

















coholic beverages, and tobacco products. 
Flavoring is commonplace throughout 
many industries that produce consum- 
able goods. The FDA should allow adult 
consumers to determine what kinds of 
tobacco products they purchase and not 
limit consumer choices. 


PREMIUM CIGARS ANPRM 

The ANPRM regarding premium cigars 
is seeking information to formulate a 
definition of what is a premium cigar 
and also to analyze the use patterns of 
premium cigars. The ANPRM has an en- 
tire list of factors to consider in defining 
the characteristics of a premium cigar. 
These factors include size, tobacco filler 
type, fermentation type, wrapper and 
binder composition, filter and mouth- 
piece, assembly process, production rate, 
presence of flavors, nicotine content, tar 
delivery amounts, packaging quantity 
and size, and retail price. 

In addition, the agency is asking for 
information to answer questions about 
the pattern of premium cigar 
These questions include: (1) the ave 
age age that consumers start smoking 
premium cigars, (2) the age range of 
adults that smoke premium cigars, (3) 
whether adults start smoking premium 
cigars after consuming other tobacco 
products first or smoke premium ci- 
gars and then move onto other tobacco 
products, and (4) the number of premi- 
um cigars smoked per day, per week, 
and per month 

Again, the FDA must review the in- 
formation provided by the public and 
the industry before deciding whether to 
draft a regulation that would limit or ban 
flavors in tobacco products or impose 
regulations on premium cigars. This pro- 
cess could take months or even more 
than a year before any formal action is 
considered by the agency. 











Thomas Briant is 
executive director 

of the National 
Association of 
Tobacco Outlets 
(NATO), Toll-free: 
(866) 869-8888, Web: 
www.natocentral.org. 
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Bahama Mamas cigars deliver the luxury of time and money well spent. 
Affordable premium cigars in sizes from 10 minutes to about 2 hours. 
Smoothness and taste that can only come from someone who 
understands how much your time is worth. 


Filtered 100s in six flavors 
Packs of 20 incartons of 10. 
Made in the U.S.A. 


Robustos, Maestros 
& Petite Coronas 
Handmade in the 
Dominican Republic 
Premium Aged Sumatra 
wrapper, Piloto Cubano & 
Habano 92 Nicaragua long fil. 





702-418-3700 e-mail info@bmellc.us 
Learn more at www.bmcllc.us 


No minimum purchase. 
Next. day shipping. 





Bahama Mamas, LLC. 
Las Vegas, NV 89120 
702-418-3700 


©2018 Bahama Mamas, LLC & Potomac Tobacco Company BMM_ADAC_SMKSH-PAC_WUL-18_ 


Smokelessuepat Bee 








PeVo Nic Salts from Nicopure Offer More Punch 


Nic Salts are the most in-demand product in the e-liquid segment today, and 
Nicopure's eVo Ultra Salts take vaping to an entirely new level of satisfaction that 
vapers have never experi- 


enced before. 

The Florida-based 
leader in vaping liquid has 
taken its “out-of-control 
eVo flavors" and added 
even more punch. “eVo 
Salts are everything that 
vapers who need more of 
a cigarette-like nicotine 
sensation have been look- 
ing for but couldn't find 


in a conventional e-liquid 
The bold and adventurous have nothing to fear,” explains Nicopure 

eVo Salts offer faster, more powerful nicotine delivery, minimal vapor production 
allows discreet vaping anywhere, a longer-lasting nicotine effect, perfect throat hit, 
and longer shelf life. In all, they provide a more cigarette-like experience, ideal for 
smokers looking to switch. Nic salts work with a wide variety of user-friendly devices, 
but are not recommended for use in sub-ohm devices 

Nicopure eVo Salts are a 50/50 pg/vg blend available in four varieties— 
Bubblegum Salts, Cryptic Blast Salts, Spearmint Nic Salts, and Wild Watermelon Salts 
ina choice of either 35mg nicotine per milliliter or 50mg/ml, packaged in 30ml child- 
proof dropper-top bottles retailing for $17.99. 
Nicopure Labs, Trinity, Fla., Email: Toll-free: (866) 305-4256, Web: nicopure.com 











P Halo from Nicopure Labs Wins 
2018 Best E-Liquid of the Year at IECIE 


Nicopure Labs, LLC, the leading manufacturer of American-made e-liquids, was 
awarded the 2018 best e-liquid of the year at IECIE in Shenzhen, China. 

IECIE is the world leading e-cigarette expo, attracting around 50,000 profession- 
al visitors and 1,500 brands from 45 countries. The expo covers the scales of e-cig 

finished products, liquids, atomizers, hardware, packaging, 
accessories, solutions and components, aiming to be the 
world class influential international e-cig exhibition. 

The best e-liquid of the year award is in recognition of 
Nicopure’s line of e-liquids under their Halo brand, highly 
regarded tobacco flavored e-liquids throughout the world 

“After nearly a decade of shaping the vaping industry 
by being the first to introduce child-proof caps, best- 
by-dating, and lot codes on our products, it's an honor 
to be awarded the best e-liquid of the year by IECIE,” 
said Jeff Stamler, CEO and co-founder of Nicopure 
Labs. “Nicopure has built a strong foundation by com- 

EVN mitting itself to quality manufacturing of vaping prod- 
“ . ucts that vapers can trust.” 








V2 Adds Prefilled 
Pro Pods for Powerful 
V2 Pro Vape Pens 


New V2 Pro Pods offer all of the 
easy convenience of disposable, 
mess-free cartridges paired with 
all of the power of V2 Pro Vape 
Pens, with their powerful 650 mAh 
batteries and higher-resistance 
2.3 ohm coils. In addition, these 
disposable, single-use 1.5ml pods 
produce more puffs than popular 
prefilled pod-and-stick systems 

at a fraction of the price, making 
them an incredible value. 

Like other V2 Pro cartridges, V2 
Pro Pods are secured with “drop 
and vape” magnetic connectors and 
are compatible with V2 Series 3 and 
Series 3X straight out of the pack- 
age, or with V2 Series 7 devices with 
the use of the Series 7 Pod Adapter. 








V2 Pro Pods are prefilled with 
four of the company’s most pop- 
ular e-liquid flavors: V2 Red (rich 
and bright flue-cured Virginia 
tobacco), Congress (robust Burley 
tobacco with subtle notes of 
Virginia tobacco), Sahara (sweet 
and mild sun cured Turkish), and 
V2 Menthol, with more flavors 
being added soon. Pods come in 
3-packs starting at $9.99 retail, as 
well as 12-packs, 24-packs, and 
48-packs, offering vapers the 
opportunity to buy in bulk to max- 
imum savings. 

VMR Products, Miami, Fla., Tel: (305) 
517-1177, Email: info@vmrproducts. 
com, Web: vmrpoducts.com, v2.com. 
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P Arango Cigar Co. is the Exclusive New U.S. 


Source for Falcon Pipes 
Arango Cigar Co. is now distributing 
Falcon brand pipes, after acquiring 
exclusive U.S. marketing rights from 
Music City Marketing in 2017. The mod- 
ern Falcon Pipe System's unmatched 
combination of quality, value, per- 
formance, and versatility has gained 
acclaim over more than a half-century. 
The Falcon System provides a cool, 
dry, and clean smoke. The key is the one-piece aluminum base and stem combi- 
nation. Moisture condenses in the base, and the heat radiates from the stem and 
open frame. All Falcon System components are interchangeable, resulting in over 
2,000 configurations, Interchangeability allows smokers to economically rotate 
bowls to rest them, and to wipe the collected moisture from the base. 

Many briar bowls are offered in a wide variety of shapes, smooth and rusticated fin- 
ishes, some with meerschaum lining. The base/stem is available four different ways, 
including Chrome, Extra Brown, and International, all in straight or bent styles. The 
fourth stem option, Twisted, is offered in several colors, but only with a straight stem. 
Arango is also distributing Falcon CoolWay traditional briar pipes in six shapes. 
The bowls are offered in several colors and finishes. They come in straight and bent 
styles, and have black bits in regular or saddle configurations. Their stems accept 
standard absorbent filters. Suggested retail price is $56. 

According to Arango's president, Michael Gold, “The Falcon concept, American- 
designed in 1936, has dried and cooled the smoking experience for Falcon devo- 
tees worldwide.” 

The Falcon System is highly affordable. The bowls retail for $30, or slightly more 
for meerschaum-lined models. The stern/bit combinations are $20 ($35 for the 
International). Extra bits cost $15 
Arango Cigar Co., Northbrook, Ill., Toll-free: (800) 222-4427, 

Email: sales@arangocigarco.com, Web: arangocigarco.com 














> Amphora Virginia Now Available in U.S. 


Produced by Mac Baren Tobacco Co. in Svendborg, Denmark, Amphora Virginia has 
joined the select range of Amphora pouch blends imported and distributed in the 
U.S. by the company’s wholly-owned domestic division, Sutliff Tobacco Company. 
This blend is made exclusively from Virginia tobaccos, and 
reflects over 150 years of Mac Baren’'s pipe tobacco expertise. The 
natural sweetness of the Virginia tobaccos has been transformed 
into a unique, well-balanced and mellow blend with natural sweet- 
ness and natural flavors, that has already been enjoyed by Virginia 
tobacco lovers around the world. Amphora Virginia joins Mac 
Baren's Amphora Regular (Brown) and Amphora Full Aroma (Red), 
and Amphora Special Reserve Black Cavendish in the U.S., all 
packaged in 1.75 oz. (50gm) pouches, $8.75 suggested retail. 
Sutliff/Mac Baren Tobacco, Richmond, Va., Tel: (704) 796-3520, 
5 Email: kdinkins@sutliff-tobacco.com, Web: sutliff-tobacco.com. 








Nat Sherman 
Rebrands Tobaccos as 
Metropolitan Tabac 
In conjunction with a broad 
realignment of its portfolio of pre- 
mium cigar blends and the rollout 
of updated packaging to reflect 
its new branding strategy, Nat 
Sherman is now making its tinned 
pipe tobaccos available under its 
Metropolitan brand, one of three 
core premium cigar brands. The 
company’s three pipe tobacco 
mixtures will now be marketed 
under the Metropolitan Tabac 
label, still packaged in 2 ounce 
collectible tins. 














Blend No. 526 is a course cut, 
medium strength and full-bodied 
non-aromatic classic English blend 
of Turkish, Latakia, and Oriental 
tobaccos; Blend No. 509 is a dark 
cured ribbon cut Cavendish mixture 
with a “velvety smooth flavor" and 
mild to medium in strength; Blend 
No 314 is a very flavorful and 
slightly aromatic and mellow blend 
of ribbon cut golden Cavendish. 
“This realignment of our cigar 
brands offers a clearer picture of 
how our collection of products fit 
together,” said Michael Herklots, 
vp. of retail and brand develop- 
ment. “Our manufacturing partners 
and blends all remain unchanged 
and as great as ever.” The rebrand- 
ed blends will begin shipping to 
retailers later this summer. 
Nat Sherman, Inc., Fort Lee, N.J., 
Tel: (201) 735-9000, Email: 
nofficer@natsherman.com, 
Web: natsherman.com. 
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> Rocky Patel Sun Grown Maduro Joins DeSocio Brand 


Rocky Patel Premium Cigars (RPPC) has collaborated with 
Alliance Cigar to add a new size to Alliance's acclaimed 





DeSocio series. A corona gorda vitola will be available in RPPC’s 
renowned Sun Grown Maduro brand and will measure 5 3/4 x 46. 
The new addition, called Sun Grown Maduro DeSocio, hit the 
market in May, sold exclusively through Alliance Cigar. 

"We are honored and proud of our 15-plus year friendship 
and working relationship with Rocky and Nish Patel,” said Tom 
Sullivan, president and owner of Alliance Cigar, "This 
addition to our DeSocio Series is a result of our friendship 
and passion for the small craft artistry of our industry.” 

Sullivan collaborated directly with Nish, exec- 
utive vice president at RPPC, on the new cigar. 
“Tommy has been a longtime friend and business 
partner,” said Patel. “The decision to work together 
‘on an extension to his DeSocio brand via the Sun Grown 
Maduro brand was a no-brainer.” 

The Sun Grown Maduro DeSocio features a balance of Nicaraguan filler 
and binder tobaccos surrounded by a lush Connecticut broadleaf wrapper. 
The rich and robust blend is the same that earned 95 points and the #2 Cigar of 2016 
honor from Cigar Aficionado magazine—the highest honor RPPC has ever received. 

Rocky Patel, owner of Rocky Patel Premium Cigars, said, “We wanted to work with 
Tommy on a special addition to his DeSocio brand, and what would be more special 
than the Sun Grown Maduro? It's the only size extension we've ever done for [this line].” 

The DeSocio series was created by Sullivan as an homage to his cigar-loving 
maternal grandfather. The Sun Grown Maduro DeSocio becomes the eighth install- 
ment in the series and will be available to all of Alliance's preferred vendors. 

Alliance Cigar, Hauppauge, N.Y., Toll-free: (800) 328-1001, Web: AllianceCigar.com 



















> Camacho Liberty Series 2018 “Throws it Back” to 2005 
Davidoff of Geneva has launched the Limited Edition Camacho Liberty 2005 
Throwback, the 2018 edition of the Camacho Liberty Series now in its 16th year a 
and traditionally launched in advance of the July 4th holiday. 
The 2018 release marks the return of the Camacho Liberty 2005 blend in its 
original 11/18 Figurado (6 inch by 48 x 54 x 48 ring gauge) format. The robust 
and complex smoke features top priming Original Corojo fillers and binder 
with a thick and oily Honduran Maduro wrap. Like the original, the blend yields 
arich, dark and hearty smoke, with notes of earth, chocolate and leather with 
hints of spice that increase in intensity throughout the smoking experience. 
After rolling, the cigars are left to rest a minimum of six months prior to release. 
Inspired by the original packaging, the Liberty 2005 Throwback cigars 
are showcased in 20 alternating red and white coffins covered with a lid 
of a framed American flag. Only 30,000 cigars, or 1,500 boxes of 20, were 
produced for the U.S. market. 
Suggested retail is $22 per cigar. 
Davidoff of Geneva USA, Pinellas 
Park, Fla., Tel: (727) 828-5400, Web: 
davidoff.com, camachocigars.com. 










Altadis U.S.A. Adds 
Belicoso Box-press 
Size to H. Upmann 
Nicaragua by A.J. 
Fernandez Line 
The fast-growing H. Upmann 
Nicaragua by A.J. Fernandez line has 
prompted storied cigar-maker A.J. 
Fernandez to expand this dynamic 
collaboration with a fourth size—a 

6 1/8 x 52 box-pressed belicoso 

that retails for $8.75 before taxes, 
expanding the offering on 
this medium-to-full-bodied 
cigar featuring complex 
flavors and rich aromas. 

The new size joins the 
three original shapes that 
launched with the line's 
debut last year: Robusto 
(5 x 52), Toro (6 x 54), 
and Churchill (7 x 54). 
Each features an Ecuador 
Sumatra wrapper, Corojo 
99 binder, and a filler 
blend of Criollo '98 and 
Piloto Cubano tobaccos, 

"H. Upmann has 
been around for almost 
175 years, and it’s been 
exciting to see this 
collaboration with A.J 
Fernandez reinvigorate 
this trusted brand," 
said Joseph Fernandez, 
Altadis U.S.A. director of 
brand marketing. “Ever 
since the H. Upmann Nicaragua 
by AJ. Fernandez line launched in 
2017, the brand has experienced 
an explosion of growth like never 
before, appealing to a new genera- 
tion of adult cigar smokers.” 

All sizes in the line are present- 
ed in visually unique natural varnish 
20-count boxes accented inside with 
turquoise lacquer. 

Altadis U.S.A., Ft. Lauderdale, 
Fla., Tel: (954) 772-9000, 
Web: altadisusa.com. 
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> CAO Debuts 
Limited Edition 
Release Zécalo 
CAO is igniting the spirit of Mexico 
with a new, limited edition release that 
coincides with the brand's virtual tour of 
the Pan American Highway. 

Called Zécalo, the name for a vibrant 
and celebratory city square in Mexico, this 
is first cigar in CAO's lineup to be made 
with Mexican tobacco. 

"Zécalo speaks to CAO's spirit of 
going off the beaten path,” said CAO's 
master blender Rick Rodriguez. “We've never 
used Mexican tobacco in any of our blends, so 
we went bold by using a Mexican wrapper leaf. It's 
a special Morron wrapper grown in the San Andrés 
Valley and it delivers a great, earthy flavor | know the 
CAO fans will love." 

The filler is entirely Nicaraguan and the binder is Cameroon. Rodriguez says 
the blend delivers “earthy spice” and "subtle sweetness.” 

Zécalo is being made in one size only, a 6 inch by 60 ring vitola called San 
Andrés that maximizes the flavors of the three-country blend. Individual cigars will 
sell for an suggested retail price of $8.49 each and will come in brightly colored, 
20-count boxes, retailing for $169.80. 

Only 3,500 boxes of Zocalo have been produced. 

General Cigar Co., Glen Allen, Va., Tel: (804) 935-2809, Web: caocigars.com. 





P Relaunched OneOff Cigars Now Arriving at Retail 


Illusione Cigars began shipping many sizes of its reintroduced line of OneOff cigars 
in May. The brand, which was created first for European markets by Italian tobac- 
conist Andrea Molinari in 2001 and made at Segovia Cigars in Nicaragua, enjoyed 
an early cult following thanks to its extremely limited availability, attributed literally 
to the one-off selection of tobaccos that could never be replicated. When tobac- 
cos with ongoing availability were instead sourced, the brand grew but production 
eventually stopped and the brand was sold. Dion Giolito, founder and owner of 
Illusione Cigars, acquired the trademarks last year from Miami's Cuban Crafters, 
and is now having the cigars produced at Eduardo Fernandez’s young Tabacos 
Valle de Jalapa S.A. (Tabsa) factory in Esteli, Nicaragua, 
which produces most of Illusione’s cigars. Eight orig- 
inal sizes are offered: +53 Super Robusto 

(5 3/4 x 48), Canonazo (6 1/8 x 52), 

Cartuchos (3 7/8 x 52) 

Corona (5 1/2 x 42), Corona 
Gorda (5 3/8 x 46), Julieta (7 
x 47), Pyramides (6 1/8 x 52), 

Robustos (4 7/8 x 50), all pre- 

sented in slide-top 10-count boxes. 

Ilusione Cigars, Reno, Nev., Tel: (775) 

770-2012, Email: info@illusionecigars.com, 

Web: illusionecigars.com. 






























Island Jim Robinson 
Collaborates with 
Fabrica Oveja Negra 
on Leaf by James 

James Brown, owner of Fabrica Oveja 
Negra and Black Label Trading Co., 
has announced a collaboration with 
“Island Jim" Robinson to launch the 
Leaf by James, a new cigar hand 
crafted in Esteli, Nicaragua at Fabrica 
Oveja Negra. 

A pre-launch event was held at 
Robinson's iconic Leaf and Bean shop 
in Pittsburgh, Penn. on June 8, 2018, 
with national release scheduled later 
this summer. 

“I'm excited to be working with 
Jim on this new Leaf project. | think the 
bold style of Oveja Negra is a great 
addition to the portfolio," said Brown. 

Leaf by James features 
Nicaraguan fillers, Ecuador Habano 
binder, and a Pennsylvania broad- 
leaf wrapper and will be offered in 
a single 6 x 50 toro format in rustic 
20-count bundles surrounded by a 
whole tobacco leaf, 

Fabrica Oveja Negra focuses exclu- 
sively on producing small batch premi- 
um cigars. Robinson's existing Leaf by 
Oscar lines are produced in Honduras 
by Oscar Valladares and distributed by 
Leaf by Oscar, which will also handle 
the new Leaf by James. 

Leaf by Oscar, Pittsburgh, Penn., Tel: 
(412) 886-7438, Email: infoleafbyoscar- 
cigar.com, Web: leafbyoscarcigar.com. 
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>Cigar Oasis Launches 
Updated 3.0 Line of Humidifiers 


Cigar Oasis is releasing an updated 3.0 line of humidifiers 
that replaces its Next Generation line launched in 2014. The 
new models feature numerous improvements, including 
built-in wi-fi with the company’s "Smart Humidor” capability 
that allows for a much simpler setup process right out of the 
box, and a brand new app for remote monitoring & control 
All future software updates can be implemented over the air 
without the need to update the hardware. Other improve- 
ments include an enlarged backlit LCD display with humidity/ 
temperature readings, 
low water alerts, and 
wifi connectivity 
status; user-friendly 
“CapSense” buttons 
for humidity setting; 
updated colors, design, and feel; and a streamlined electronic 
ribbon/USB ports for stronger and more seamless connection. 

Legacy users of the company’s current Smart Humidor 
products will have full free access to the new app, while new 
users will receive a free trial with subscription offers as low as 
$1.40/month thereafter for access to app features including 
live humidity/temperature reports, one year of history, low 
water alerts, and humidity set point adjustment. 

“It wasn’t easy, but we were successful in implementing all 
of these upgrades while keeping the humidifiers at the same 
attractive price tag as before,” said Al Foundos, president 
and founder of Cigar Oasis. "We feel that these new features 
will appeal to a new broader consumer base and we'll be able 
to make up for the difference in volume.” 

Cigar Oasis 3.0 humidifiers will be on display at Cigar 
Oasis's new booth (#1840) at the 2018 IPCPR Trade Show and 
are scheduled to start shipping soon after the show. 

Cigar Oasis, Farmingdale, N.Y., Tel: (516) 520-5258, Email: 
sales@cigaroasis.com, Web: cigaroasis.com. 





Cigar Oasis Plus 3.0 


>Zippo Adds St. Benedict Design 
Armor Lighter 


Zippo has released the 
number one globally-re- 
quested design as part of 
the Zippo in Film Tribute 
series. Bearing the medal 
and cross of St. Benedict 
and surrounded by scrolling 
flourishes that envelop the 
entire surface of the lighter using Zippo's 360° MultiCut 
engraving process on an Armor Antique Brass finish 
lighter, this design was inspired by the Zippo lighter 

that had a silver screen role as a tool to help stave off 
Hell on Earth. The all-metal construction of this genuine 
Zippo windproof lighter is about 1.5 times as thick as a 
standard Zippo case and features the distinctive Zippo 
“click” and lifetime guarantee. Comes packaged in a lux- 
ury box. Suggested retail, $125. 

Zippo Manufacturing Company, Bradford, Pa., Tel: (814) 
368-2700, Web: zippo.com 








>The Ultimate Cigar Book Author, 
Hacker, Debuts New Spirits Book 


Richard Carleton Hacker's best-selling The Ultimate Cigar 
Book has sold out of its third printing and is now into an 
unprecedented—and revised—fourth printing of the fourth 
edition in less than three years. The book has just been 
joined by the author's new spirits book, The Connoisseur's 
Guide To Worldwide Spirits—Selecting and Savoring 
Whiskey, Vodka, Scotch, Rum, Tequila...and Everything Else 
(324 pages, hardcover, $29.99, Skyhorse Publishing), the first 
book to devote an entire chapter to every spirit in the world, 
from baijiu to whiskies 
to vodkas. “It was only 
natural that | would 
eventually write an 
entire book completely 
devoted to spirits,” 
said Hacker, “how to 
properly taste them, 
how and where they're 
distilled, and even how 
to set up a home bar. Both books are perfect companion 
pieces for tobacconists to read and sell in their stores, espe- 
cially if they have smoking lounges.” 

Skyhorse Publishing, attention Kathryn Mennone, Tel: (860) 
664-0344, Email: KMennone@skyhorsepublishing.com. 
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>New Scented Candles from Xikar 


Xikar has added a new tool to battle unpleasant odors 
with the release of its scented candle series. Three spe- 
cially formulated scents provide a robust and crisp aroma 
to subtly refresh stale smoking environments and pro- 
vide an enhanced level of relaxation during smokes with 
calming fragrances and mood-boosting power. Each 140z 
American-made candle uses a blend of premium grade 
soy wax with pure essential oils, providing a high fragrance 
load for 60 hours of burning time, and triple wick for even 
burn. Available in Spanish Cedar (full grain leather with 
tones of musk and wood), Black Tie (robust mahogany and 
teak), and Fresh Shave (fresh, simple, and clean). Includes 
brushed silver lid. Suggested retail, $19.95 

Xikar, Inc., Kansas City, Mo., Tel: (816) 474-7555, Email: 
info@xikar.com, Web: xikar.com. 










>Prometheus Upgrades Packaging 
for Lighter Butane Gas 

Appropriate for use in all butane lighter brands, Prometheus 
Lighter Butane Gas Refills are now presented in eye-catch- 
ing glossy black cans featuring the company’s familiar 
"Prometheus Bound” image in bold contrasting red. In 
Greek mythology, 
Prometheus—a 
Titan—who stole 
fire from Zeus, the 
king of Olympian 
Gods, to give to 
mankind, and 

was also known 

as the God of 

Fire, Prometheus 
butane gas in 
finely refined, 
contains near zero 
impurities, and 

is ozone-friendly 
with no CFCs. 
Refueling adapters are built in the matching glossy black lid 
Suggested retail, $3.95 per .50gm (1.76 oz) can 

Prometheus International, Inc., Commerce, Calif., Tel: (323) 
869-9200, Email: Prometheus@prometheuskkp.com, Web: 
Prometheus@prometheuskkp.com. 





> Davidoff 50th 
Anniversary 

To mark Davidoff’s 50th anniver- 
sary, the Swiss cigar maker 


released several special edi- 
tion accessories. It collaborat- 






ed with French artist Mariane 
Léger on a collection of four 
50th anniversary Caves du Monde 
humidors, leveraging her skills to 
inlay hand-woven fabrics into exceptional woods. Each pat- 
tern represents a different cultural source of inspiration that 
Léger studied—the Americas, the Middle East, Europe, and 
Asia—exploring the traditions and techniques of local crafts- 
men and reflecting Davidoff's own "drive for discovery and 
desire to deliver a wider world of extraordinary cigar experi- 
ences." Limited Edition Prestige cigar lighters also carry 
the four art designs. Made in France, these exclusive 
numbered pieces bear a brushed finish, with edges in 
acontrasting mirror effect. To complete the accesso- 
ries collection, Davidoff is releasing a Limited Edition 
ashtray crafted in Italy out of aluminum with 
a brushed bronze finish. Each piece is 
encircled with beige structured leather, 
embossed with the 50 Years logo. The full 
accessories collection will be available to 
select appointed merchants and flagship 
stores worldwide. 
Davidoff of Geneva USA, Pinellas Park, 
Fla., Tel: (727) 828-5400, Web: davidoff.com, 
camachocigars.com, 


















>Screwpop Adds Chopo A 
Twin-Blad e Cutter 


Screwpop Tool’s improved, second 
generation twin-blade cigar cut- 
ter—the Chopo— 
has been added 
to the company’s 
line of compact, clipable and customizable keychain 
tools. Chopo’s compact design is achieved by using a fold- 
ed-wing detail that doubles as finger grips. It safely closes 
into place under a high quality friction-fit design, ready 

for travel. Its design features an enlarged eyelet with thin 
washers on each side, an amazingly flat metal body with 
integrated bottle opener, and very sharp blades. Together, 
these improvements keep the cutter wings aligned more 
closely over the entire cutting arc, resulting in a superior, 
clean cut on any size cigar. Chopo fits on a keyring or car- 
abiner clip and includes a snake-knot lanyard for pocket. 
Suggested retail, $24.95. 

Screwpop Tool, LLC, Lee's Summit, Mo., Tel: (816) 600-2855, 
Email: sales@screwpoptool.com, Web: screwpoptool.com. 
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Roll4You, s.r.o. is a leading private label rolling paper 
supplier to the global market. The company combines 150 
years of cigarette paper making with the latest production 
processes, top technology, and co-operation with 
international tobacco companies. 


The company’s factory in the Czech Republic is situated in the 
beautiful foothills of the Jeseniky Mountains in North Moravia. 
This mill with three paper machines was founded in 1861. The 
mill is fully upgraded and continually invests in the latest R&D 
facilities to improve its expertise. Environmental compliance 

is of prime importance and quality systems are certified with 
ISO 9001 and ISO 14001. Additionally, the raw materials 
responsibly sourced and certified by PEFC and 

FSC — Chain of Custody. 


Roll4You has been a rolling paper specialist since 1910, 
producing customized products. Customers can choose 


from regular to slow burning cigarette paper grades, made 
from a choice of fibres - wood, textile, mixed cigarette paper - 
in various weights, ranging from 12 g/m? up to 23 g/m?. All in 
all, over 30 paper grades are at your disposal to choose from. 
And a rolling paper is not complete without an excellent gum - 
Acacia or other Natural gums. 


Finally, your brand in rolling papers can be produced 
in a complete line of sizes, such as: 
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LISTING GUIDE 
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ADVERTISER Page 
Alliance Cigar 23 Klafter’s, Inc. 14 
Arango Cigar Co. 9,25  M&R Holdings, Inc. 
Dean's Cigars c2 
Bahama Mamas Cigars 41 Dean's pipe tobacco, Farmer's Gold Premium pipe tobacco 3 
Business Control Systems Missouri Meershaum 
Tobacco POS system 16 Com cob pipes 12,39 
Cattle Baron Cigars C3 Native Trading 15 
Cigar Oasis “Nlcopure 
Cigar Oasis 3.0 electronic humidifiers 17 Halo White Series Timber 5 
delfortgroup 7, 27,53 Premier Manufacturing, Inc. 
Dunbarton Tobacco & Trust 11 Rag hd be 
East West Trading Corp. Procigar Festival 2019 51 
Lucienne, Zippo, Fujima lighters 33 Rouseco, Inc. 
IPCPR 47 Golden Harvest pipe tobacco 49 
Island Lifestyle Importers Sutliff Tobacco Company 
Tommy Bahama cigar accesories; Island Lifestyle cigars 13 Bell's Three Nuns pipe tobacco 45 





SMOKESHOP MAGAZINE 


is the Tobacco Retailer’s Merchandise Connection 


Need your own copy of Smokeshop? Subscribe to the print edition today starting at only $24 per 
year for six issues. International delivery is also available. Visit snokeshopmag.com 


SMUKESHUP = SMUKESHUB 


SMUKESHOP = SMOKESHOUP) = SMOKESHOP 
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COWBOY - 


The Spirit of the Old West Still Burns... 


FOR SALES AND PRODUCT INFORMATION PLEASE CONTACT: 
Phone: 1 (406) 925-1416 + Email: bryanmussard406@gmail.com 








PREMIUM CIGARS 


SATISFY YOUR TASTE BUDS 
WITH THESE 
TWO PREMIUM BLENDS FROM 
THE UNITED STATES AND 
DOMINICAN REPUBLIC 


MADURO 
CONNECTICUT 





XS) 


PREMIER EXCLUSIVE DISTRIBUTOR 800-272-8656 





